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Abstract 
Recently, many studies have detailed how consumer perceptions and experiences affect 
attitudes and behaviours towards web service quality and e-satisfaction. Controversy arises 
when it comes to luxury brands. Luxury brands associate themselves with the concept of 
exclusivity and they position themselves in the market as such. But in online placement, how 
do they remain exclusive when information is accessible to everyone? Consumers of luxury 
products and services have varying opinions on the subject. Not all consumers are susceptible 
to online marketing and retailing. The perception of consumers is highly relevant when 
assigning the term ‘luxury’ to a brand. Therefore, a luxury brand has a certain personality and 
has an emotional and a creative appeal for the consumer. The aim of this research is to 
understand consumer attitude towards online luxury shopping websites before the purchase, 
during the purchase, and after the purchase. This study investigates the external factors that 
impact on consumer attitude toward purchasing online luxury shopping as a first step in the 
consumer online luxury shopping model. Further, it examines consumer attitude towards 
purchase life cycle, and the mediation role of consumer attitude between external factors and 
purchase intention. Moreover, this study investigates the relationships between different 
stages inside the purchase life cycle. This work is the first study focusing on the above 
aspects in a luxury context, the importance of which has been widely recognised in marketing 
literature but never explored empirically. Taking an exploratory approach, the study shows 
that in the case of brands in the premium luxury segment, external factors may have a 
positive influence on luxury perceptions, and more specifically on consumer attitude, which 
in turn may affect their intention to proceed to the online buying process. This study uses the 
Technology Acceptance Model (TAM) as a theoretical grounding to study the adoption and 
evolution of a consumer online luxury shopping (COLS) model.  
A questionnaire was deployed online as a research instrument to collect the data from 313 
online luxury consumers in the United Kingdom (UK) and United States (US). The data were 
analysed using Structural Equation Modelling (SEM) with PLS software. Further analysis 
using multi group analysis (MGA) was conducted after the main analysis for comparison 
between country (UK and US), gender (Male and Female), and level of internet experience 
(Intermediate and Advanced).  
 
The empirical results from this study show that, among seven external factors that affect 
consumer attitude (perceived usefulness, perceived ease of use, perceived brand value, e-
  xvi 
 
WOM, e-service quality, social network site usage and social media marketing activities), e-
service quality has the strongest impact on consumer attitude toward purchasing online. 
However, perceived ease of use, perceived usefulness and e-word of mouth were non-
significant, while e-service quality, social network site usage, social media marketing 
activities, and perceived brand value were all significant, and positively impact on consumer 
attitude. Moreover, the rest of the relationships from the COLS findings were significantly 
positive. Finally, the findings of this study provide noteworthy theoretical insights in terms of 
development of the COLS from the theory of extended TAM, and the COLS highlights the 
importance of the external factors, consumer attitude, and purchase lifecycle as the key 
elements of online luxury shopping. Moreover, the COLS model has been tested using multi-
group analysis in three sets (country, gender, and internet level of experience). Furthermore, 
these findings bring valuable marketing implications highlighted by this study, and covers 
before purchase, during purchase, and after purchase, which shows what is happening inside 
the entire buying process for online luxury shopping. Marketers might also note that adopting 
an online luxury shopping website and recognising what factors can affect buying externally 
or internally can improve business efficiency. 
 
 
1 
 
Chapter 1 Introduction 
 
This chapter gives a brief overview of the background for the study. It then discusses the 
research problem together with research aim and objectives. The research gaps and the 
contributions brought about by this research are presented. Finally, the significance of the 
study and the structure of the thesis are provided. 
1.1 Research Background 
The study incorporates three areas of research (before, during and after purchase): external 
factors, consumer attitude and purchase life cycle in online luxury shopping, in order to build 
a new theory for consumers’ online luxury shopping (COLS) and to support luxury brands 
marketers in the understanding of consumer buying behaviour. This section looks at the 
research background and explains the rationale behind selecting external factors, consumer 
attitude, and purchase life cycle process towards purchasing online luxury shopping as the 
research topics. 
1.1.1 The Story about Consumers’ Online Luxury Shopping 
The CEO of Burberry UK store, Ahrendts, said in 2012 “This is how customers live, they 
wake up with a device in their hand and life begins”. We are living a digital lifestyle where 
every transaction or action needs to be taken through online activities in all aspects of living. 
However, it requires numerous skills and much experience to use such outstanding 
technology. Nowadays, to use or to seek any service, you have to know how to order or seek 
information online. Today, consumers are expressing a new type of lifestyle, where buying 
and shopping turnover has migrated from offline to online due to the speed of modern living. 
To be precise, consumers can upgrade their type of shopping by considering their income. 
Nonetheless, research has shown that internet experience level is an important factor when 
making online purchases. When consumers are passionate about a premium brand and are 
looking to classify their position and to comfort them, they start to follow what is up-to-date 
with the brand and consider what the brand can offer them in terms of products and services, 
or what new instore is. Luxury consumers are more conscious about their favourite brands 
and what can be delivered to them, and therefore will be in touch directly without any 
barriers. Luxury brand strategy is trying to influence consumers in different aspects to elicit 
their feelings which will turn on behaviour and attitude from different angles. Consumers 
perceive online stores as superior when it satisfies their need for variety and stimulates their 
curiosity-exploration. Superior assortments have positive effects on ‘utilitarian’ and ‘hedonic’ 
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values. Luxury purchase decision-making process has been captured in the experience 
hierarchy model (see Fig 1.1). Affluent consumer experience is a four-stage process, and the 
overall experience affects consumers’ perception of a brand that determines future interaction 
with the brand. Luxury brands need to create a compelling, enjoyable, memorable and 
positive customer experience for online shoppers, consistent with the overall brand strategy. 
Retaining customers require the application of the right mix of branding, marketing, customer 
relationship management and transactional strategies. Wiedmann and Hennigs (2013) argue 
that luxury strategy is to create the highest brand pricing power by leveraging the intangible 
elements of singularity, which are craftsmanship, time, heritage, man-made, prestigious 
clients, and small series. Clarke and Flaherty (2005) suggest that the online shopping 
interface should conform to different requirements of online luxury consumers. Consumers 
desire to experience the same atmosphere when they shop offline, and congruity between the 
offline and online shopping experience is extremely important in not only hedonic terms, but 
also to ensure consistency in branding effort. Such efforts are visible in websites such as 
Tiffany.com (see Fig. 1.2) and GiorgioArmani.com (see Fig. 1.3). Okonkwo (2007) argues 
that e-retail of luxury goods is still in its infancy, and the current situation indicates that the 
majority of luxury brands still need to realise and tap the enormous market potential of the e-
retail economy. Few luxury fashion brands acknowledge and utilise the Internet as a sales 
channel, and provide a sparse product range and limited delivery. Luxury brands are fearful 
of diluting the brand image through greater accessibility, thus negatively affecting offline 
sales channels. Some brands also believe that the luxury retail atmosphere and overall high-
impact experience cannot be recreated on the Internet. Luxury goods are sensory, involving 
an innate emotional response, and the sensory attributes required for their appreciation cannot 
be created online. Luxury brands such as Armani and Hermes have limited e-retail websites 
with limited product range, while the majority of global luxury fashion trends have yet to 
implement e-retail activities. 
Many luxury brands consider the Internet to be a distribution channel for price-discounted 
products. Okonkwo (2010) found that luxury brands such as Louis Vuitton, Gucci, Coach, 
and Tiffany’s, however, have developed an online presence and many others are playing 
catch-up, because wealthy consumers are buying everything, ranging from electronics to 
home equipment, online (e.g. see Figs 1.2, 1.3, 1.4, & 1.5). Luxury brands have realised that 
the Internet is a complementary channel. 
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Figure 1.1 Experience Hierarchy (Okonkwo, 2007) 
 
 
 
 
Level 1: functionality 
This stage involves the customer experiencing 
the basics of the website like the design , ease 
of navigation, usability, speedy and secure 
transactions, quick down-loads, and 
uncluttered structure. 
Desired customer feeling:
“This website works really well”
Level 2: familiarity
This level is achieved through tailoring 
customers specific needs like customization 
and personalisation of web pages, products 
and services. Other elements are instant 
personal communication tools, service 
consistency and trust.
Desired customer feeling:
“This website understands me!” 
Level 3: internalization
This level shown an internal connection with 
the website or “brand affiliation” and is 
achieved from previous exceptionally 
positive experiences. Customers now 
habitually visit the website for commerce 
and recreation. 
Desired customer feeling:
“This website is a part of me!”
Level4: evangelism
This final level is achieved after the first three 
experience levels. This is the stage of cultism 
good news” with others
:with the website where the customer feels 
compelled to share the “brand  good news” 
with others.
Desired customer feeling:
“ I love to share the story of this website!”
 
 
               Figure 1.2 Tiffany.com (2012)    Figure 1.3 GiorgioArmani.com (2013) 
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              Figure 1.4 Burberry.com (2014)                         Figure 1.5 LouisVuitton.com (2015) 
Affluent consumers are defined by income and total assets. Upscale consumers have similar 
achievement, motivation and aspirational levels as affluent consumers. Such consumers strive 
for accomplishment, better future jobs, higher incomes and a higher standard of living. 
Upward mobility and ownership of automobiles such as Mercedes-Benz and household 
appliances such as in-home movie theatres are important to such consumers. Affluent 
consumers demand more services at a higher quality. 
Michman (2006) recommends precision targeting for the affluent market. Affluent market 
segments are identified by products or services used or needed. The affluent market should be 
measurable and the market potential should be of significant size. The market must have 
sufficient purchasing power to make the marketing effort worthwhile. Accessibility is 
important, and reaching the market segment must be possible through promotion or 
distribution techniques. The market segment should respond favourably to marketing 
strategies for their specialised needs. The in-store retail environment of online shopping, 
interrelated perceptions of image, appearance, comfort, quality, value, fit, and end use are 
combined to form the overall impression of the luxury product. In an empirical study, Huang 
and Finch (2010) suggest that when consumers purchase luxury products online, the result 
can be satisfaction or dissatisfaction. If consumers decide not to purchase the luxury product, 
 
 
5 
  
Abdul-Muhmin (2010) suggests that the reasons can be either cognitive, psychological, the 
product itself, or inappropriate distribution channel selection. 
1.1.2 Definition of Online Shopping 
Online shopping has a wide range of definitions from the consumers’ perspective. Online 
shopping refers to a number of experiences including information searching, website 
browsing/navigation, ordering, payment, customer service interaction, delivery, post purchase 
problem solution, and satisfaction with one’s purchase (Ha & Stoel 2009). Based on this 
definition, online shopping is adopted via all electronic communication. Communication has 
many types, categorised by the technology used, such as TV shopping, internet shopping and 
mobile shopping. The various electronic devices used for e-commerce include bar-code 
machines, vending machines, telephones and telegraphs, fax machines, televisions, 
standalone computers, computer networks, the Internet, and e-mail (Gandhi, 2006). 
1.1.3 Definition of Luxury 
‘Luxury’ as a concept is defined within the scope of socio-psychology as a result of its 
connection to a culture, state of being and lifestyle, whether or not it is personal or collective 
(Megehee & Spake 2012). Chevalier and Massalovo (2008) define a luxury brand as “one 
that is selective and exclusive, and which has an additional creative and emotional value for 
the consumer” (p.viii). This definition broadens the traditional view of scarcity, sophistication, 
and good taste associated with luxury goods to encompass a more modern and inclusive view 
of fashion products (Chevalier & Massalovo, 2008). 
The principle of this study is to understand consumers who purchase luxury brands from 
online websites. Buying, wearing, travelling, giving, driving, and eating luxury brands enable 
consumers to enact psychological archetypes from Casanova to the Fairy Godmother. The 
primary goal of the present study is to contribute to a theory about the use of technology in 
the model of consumer online luxury shopping. ‘Online luxury’ is based on the 
interpretations of consumer experiences with luxury products online, as in “luxury must be 
continually re-differentiated, unceasingly recreating the distance between itself and its avatars. 
This is what its customers expect” (Kapferer & Bastien, 2009, p.45). In this context, brands 
(especially Italian and French) conventionally use the argument of country of origin in their 
international communication strategies (Godey et al. 2012). Research in consumer behaviour 
takes two theoretical directions to explain the consumption of luxury goods. Such research 
initially drew on the work of social psychology to focus almost exclusively on socially 
oriented motivations (Eagly & Chaiken, 1993; Dittmar, 1994). Theoretical explanations 
6 
  
based on a personally oriented vision complement this trend (Wong & Ahuvia, 1998; 
Vigneron & Johnson, 1999, 2004). Regardless of the perspective used, prior research in the 
field of luxury shows the particular importance that brands play as vectors of strategies that 
consumer use in their decision making (Kapferer, 1997, 1998; Vigneron & Johnson, 1999, 
2004; Dubois, Czellar, & Laurent, 2005). 
1.2 Research Aim, Objectives and Questions 
Online shopping refers to bricks-and-mortar retailers, such as Walmart, as well as from ‘pure-
click’ online retailing corporations. Although it is a growing business around the globe, with 
some 41 percent of global internet users having purchased products online in 2013, the online 
shopping penetration rate varies from one country to another; as of 2015, China was the 
country where most internet users had bought a product online within the previous month. 
Other countries where online shopping is thriving are Germany, India, Brazil, and the United 
Kingdom. A surprising statistic shows the total retail value of the luxury goods market in 
Western Europe and the United States; in 2014, the market for luxury goods reached around 
EUR 85.2 billion. In the US, the market for luxury goods reached around USD 75.92 billion 
(Statista, 2016). There is a speedy growth of the most attractive markets for luxury brands in 
the world; for example, Louis Vuitton, part of the LVMH Group, is a stunning luxury brand. 
With over USD 10 billion in annual sales (Forbes, May 2015), it is a bona fide reference for 
luxury. This study believes the sales growth for online luxury shopping is a statistical power 
based to explore it more in-depth. Luxury shoppers from the UK and the US are increasingly 
turning to product-oriented sources of information, such as the websites or mobile sites of 
multi-brand retailers and department stores, so that they can easily compare products and 
prices (Dauriz, et al., 2014) (see Figure 1.6). 
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Figure 1.6 Luxury customers who do online research before buying, % of respondent. 
Source: China Internet Network Information Centre; International Telecommunication Union; Pew Research 
Centre; McKinsey Analysis. 
However, they found that an additional 40 percent of luxury purchases are influenced by 
consumers’ digital experience – for example, through online research of an item that is 
subsequently bought offline, or social media that leads to an in-store purchase. Given the 
undeniable and growing power of the online luxury shopping sales growth, this study has an 
advantage in terms of understanding consumers before purchase, during purchase, and after 
purchase. Existing studies on the antecedents of technology acceptance model for customers’ 
online shopping behaviours either focus on the main effects of specific context (e.g. tourism, 
travel agent, grocery, banking, etc.) but none in luxury context, or fail to examine the whole 
buying behaviour process in terms of before, during, and after purchase of consumer online 
luxury shopping. This study is concerned with the examination of how consumers purchase 
online luxury shopping, and what types of influences lead them to purchase and what the 
important processes are during their online shopping. It is necessary to explore luxury 
consumers beyond the online platform, and to investigate the external factors of the 
determinants that affect their buying decision behaviour that can lead to a satisfactory 
purchase, and to consumers becoming permanent members with any brand online. Moreover, 
research will analyse the buying process by testing the mediating effects between the external 
factors and consumer intention towards purchasing their goods online.  
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The aim of this research is to develop a research model in online luxury consumers and to 
investigate whether there is any significant difference between countries, gender and internet 
experience level of consumers. The study covers three phases: before the purchase, during the 
purchase, and after the purchase, in order to understand consumer attitude towards online 
luxury shopping. 
To realise the above overall aim, five objectives are set: 
1. To discover the key external factors that affect consumer attitude towards 
buying online luxury shopping. 
Identifying the important key external factors for buying behaviour in online luxury 
shopping is required when investigating the role of consumer attitude in the COLS 
model. In fact, identifying such factors allows the study to highlight which factors 
affect consumers who purchase online luxury shopping. Thus, through the multi-
group analysis of country, gender, and internet level of experience adopted for this 
study, the aim will be fulfilled through illustration of the impact of the seven external 
factors on consumer attitude. Evaluating the effect of these factors will allow the 
study to detect the most important factors at the before stage of buying behaviour 
process. 
2. To examine the mediation role of consumer attitude indirectly between the 
external factors and intention to purchase. 
This study fulfils this objective by conducting a mediation test of the intervening roles 
of consumer attitude in the link between external factors and intention. 
3. To identify how consumer attitude affects the process to purchase online luxury 
shopping. 
To address this objective, the research will examine consumer attitude and its effect 
on the purchase life cycle in an online luxury shopping context, so as to cover the 
during stage of the buying behaviour process.  
4. To investigate the relationships among each stage inside the purchase life cycle 
in online luxury shopping context. 
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To address this objective, this study tests the effect of the relationships inside the 
purchase life cycle in order to understand the decision making of buying behaviour. 
However, the process of the consumer purchase life cycle can increase consumers’ 
buying behaviour and enhance the chances of customers making online luxury 
purchases.  
5. To examine the differences between the main sample and the comparison 
country (UK and USA), gender (male and female), internet experience level 
(intermediate and advanced). 
The last objective is addressed by testing the COLS model developed in this study in 
three groups (countries, gender, and internet experience level).  
To address the research objectives, five specific research questions have been defined:  
RQ1. What are the key external factors that affect consumer attitude towards luxury 
online shopping? 
RQ2. How do these factors influence consumers’ intention through the consumer 
attitude? 
RQ3. How does consumer attitude affect the process in purchasing online luxury 
shopping? 
RQ4. How do the relationships among different stages of purchase life cycle affect 
each other in online luxury shopping? 
RQ5. Are there any significant differences between countries (UK and USA), gender 
(Male and Female, and internet level of experience (Intermediate and Advanced) 
towards online luxury shopping? 
1.3 Research Process 
The research process is guided by the research objectives and research questions. Figure 1.6 
illustrates the research process of this study. 
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Figure 1.7 Research Process 
The research process consists of several stages, and within each stage there are several 
activities.  
 The first stage is to define research context which is online luxury shopping.  
 The second stage is to understand the research problem, and define the research aim, 
objectives and research questions.  
 The third stage is to develop the conceptual model based on a comprehensive 
literature review.  
 The fourth stage is the empirical data collection. A survey approach was used for 
empirical data collection in order to test the conceptual model.  
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 The fifth stage is data analysis. The hypotheses were tested empirically by structural 
equation modelling (SEM) with Partial Least Square software (PLS). The results of 
the analysis were used in validating the conceptual framework. 
 The sixth stage is the multi group analysis for the comparison between countries (UK 
and USA), gender (Male and Female), and internet level of experience (intermediate 
and advanced). 
 In the seventh stage, findings were discussed highlighting how the main sample and 
multi group analysis have answered the research questions. 
 Finally, followed by conclusions and implications of the study, research limitations 
were highlighted for further research. 
  
1.4 Significance and Contributions of Research 
There is a call for the understanding of which external factors have the most impact on 
consumer’s attitude, as there is no clear outline with respect to the choice of the external 
factors for online shopping in the literature (Legris et al., 2003; Ahn, Ryu, & Han, 2004; 
Kastanakis & Balabanis, 2012; McFerran, Aquino, & Tracy, 2014). The seven identified 
external factors in this study are perceived ease of use, perceived usefulness, e-service 
quality, social media marketing activities, social network site usage, e-word of mouth, and 
perceived brand value. External factors are multiple information sources where consumers 
can grasp their knowledge and information to build their attitude towards purchasing online 
luxury shopping. The study here examines luxury consumers’ preferences for what external 
factors affect them in terms of purchasing luxury brands online, and subsequently lead them 
to make an actual purchase. It proceeds first by reviewing the existing literature on luxury 
brands and online shopping, looking at both luxury brand stores and then online specifically 
before exploring the particularities of luxury brands online. 
This research contributes to the understanding of consumers online luxury shopping (COLS) 
in several ways. First, it reviews and integrates the literature from different disciplines to 
investigate how external factors used in COLS can support consumer attitude towards buying 
online luxuries. For example, studies of online shopping have been conducted in apparel e-
shopping (Ha & Stoel 2009); in mobile TV (Choi & Totten, 2012); digital goods and non-
digital goods (Pascual-Miguel et al. 2015); and in travel agents (Abou-Shouk et al. 2016). 
There is a gap in the literature regarding understanding the consumer buying process (before, 
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during, and after) in online luxury shopping, and no study has been conducted to date which 
considers all selected variables used in this study. 
Despite the extensive number of empirical studies dedicated to understanding consumer 
attitude in online shopping, the online luxury shopping literature remains unpredictable and 
inconclusive (Yoo & Lee, 2012; Stokburger-Sauer & Teichmann, 2013; Kastanakis & 
Balabanis, 2014; Shukla, Banerjee, & Singh, 2015). In fact, several limitations are identified 
and then addressed in this study. There are five major contributions from this study:  
First, most of the empirical studies investigating consumer attitude in online shopping have a 
rather narrow approach, testing the luxury context in online shopping (Shukla et al. 2015) and 
the direct link between the external factors to consumer attitude (Carlson & O’Cass, 2010). 
Second, the literature on luxury online shopping in particular is fragmented and lacking 
comprehensive approaches in terms of applying the technology acceptance model (TAM) 
model (Ahn et al. 2004). Hence, in this research, a comprehensive four-way approach is used 
to illustrate consumer attitude and the online luxury shopping impacts and aims to provide 
greater implications to academic and practical communities. Further, this research has 
theoretical contributions for the (TAM) to develop a new conceptual model (COLS), through 
four stages. The first stage is to identify external factors that have potential relationships with 
consumer attitude, which are perceived ease of use, perceived usefulness, e-service quality, 
social network site usage, social media marketing activities, electronic word of mouth (e-
WOM) and perceived brand value. The second stage is to study the relationships between 
consumer attitude and purchase life cycle (intention, actual purchase, e-satisfaction, and e-
loyalty). The third stage is examine the central role that consumer attitude plays in mediating 
between external factors and intention to purchase. Hence, the indirect approach adopted 
between the external factors and purchase intention through consumer attitude in this research 
provides a more accurate indication about the importance of consumer attitude as a mediating 
variable. It is important to note that in this study, formal mediation tests are applied to test 
these indirect effects. The fourth stage is the purchase life cycle process. Furthermore, it 
extends the TAM in the context of online luxury shopping through showing the purchase life 
cycle by adding e-satisfaction and e-loyalty. 
Third, most studies identify the intervening roles of online luxury shopping in the relationship 
between external factors and consumer attitude, and consumer attitude and purchase life 
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cycle. By including the impact of relational external factors on consumer attitude and 
ultimately on purchase life cycle, this study investigates the importance of external factors 
compared to internal ones within the purchase life cycle. This study provides a new 
conceptual framework that identifies the factors that affect COLS. The conceptual framework 
makes an important contribution to the literature of luxury brands and online shopping and 
technology acceptance theories, which will help researchers to identify new ways of 
leveraging and sharing knowledge to support COLS. 
Fourth, although the use of external factors is also aimed at motivating consumer attitude to 
purchase online luxury shopping, literature looking at the effectiveness of external factors 
was restricted and did not specify what they were. Therefore, including external factors as a 
predicted effect on consumer attitude fulfil this gap by illustrating their role in online luxury 
shopping. This study distinguishes from technology acceptance theories such as TAM, 
extended technology acceptance model TAM2, theory of reasoned of action (TRA) and the 
extended unified theory of acceptance usage technology (UTAUT2), as it examines a wider 
range of variables that affect COLS. Moreover, this study extends from the main sample 
(country ‘UK and USA’, gender ‘male and female’, and internet level of experience 
‘intermediate and advanced’) to provide comparison between the selected groups above, 
which adds more justification and highlights the differences from the main sample. 
Fifth, this study contributes to knowledge by using quantitative methods with rich data for the 
current empirical study of participants to get a clear understanding about consumers who 
purchase online luxury shopping. Since the study examines the level of technology usage, an 
online survey is the most appropriate method to use. This study is conducted in the Western 
region (UK and USA) as they share similarities in culture as per Hofstede’s cultural 
dimension (Hofstede, 1980), and share the same level of understanding for buying online. 
Targeted respondents for this study are affluent consumers who have already purchased 
luxury fashion brands within the last six months. 
In summary, this study has many contributions and implications for different luxury brand 
companies, decision makers, strategic marketers, and sales managers. 
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1.5 An Overview of the Chapters 
The thesis comprises seven chapters as follows: 
Chapter 1 presents a general description of the study, and introduces the research questions, 
objectives, significance of the study and the research process. 
Chapter 2 reviews relevant theories in literature, such as the technology acceptance model 
(TAM) and the theory of reasoned action (TRA). This chapter presents the primacy of the 
research state of the art along with the gaps in the literature. 
Chapter 3 examines a research methodology used to answer the research questions and to 
achieve the research objectives. It presents the research philosophy, approach, design, 
strategy, and methods chosen for this study along with the justifications behind selecting 
them. The chapter outlines the data collection and quantitative analysis used to test the 
proposed conceptual model. It discusses the steps taken to collect the data, the sampling 
issues, explains scale items that were selected to measure the underlying latent factors, 
reports on the pre-testing of the survey instrument, presents pilot study results, and discusses 
the data analysis techniques, reliability and validity of the latent factors. 
Chapter 4 covers the main sample analysis of this study and discusses the findings of the 
study results to confirm the COLS model. It starts with the descriptive statistics of the 
responses received from consumers that purchase online luxury shopping. 
Chapter 5 presents further analysis from the main sample and the results from the quantitative 
analysis providing comprehensive multiple analyses that complement this research. The 
multi-group analysis of this study comprises: country comparison between the UK and USA, 
gender (male and female), and online experience comparison (intermediate and advanced). 
Chapter 6 discusses the results from the main sample of consumers and the multi-groups 
analysis, and provides links back to literature. 
Chapter 7 draws conclusions of the thesis, discusses the theoretical and marketing 
implications of the findings, highlights the limitations of the study, and makes suggestions for 
further research. 
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1.6 Summary 
This chapter introduced the research topic and background of the story about consumer 
online luxury shopping and why online luxury shopping is important. After that, the research 
aim and five research questions and five research objectives were presented. Therefore, a 
research process has been designed to follow logical steps in order to conduct this study. 
Moreover, this chapter justified the reasons of conducting this study.  It highlighted key 
theoretical contributions from the findings of this study. Finally, the chapter provides an 
overview of the whole thesis. 
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Chapter 2 Literature Review 
This chapter discusses the theoretical foundation of this study. It presents the primacy of the 
research state of art in consumer perceptions of luxury online shopping. The literature 
analysis covers relevant theories about various technology acceptance models, external 
factors and purchase lifecycle. Research gaps are then identified as the justification for this 
study. A conceptual model, named COLS, has been developed based on literature review and 
the nature of luxury online shopping. The COLS model defines key components regarding 
consumer perception of luxury online shopping and the relationships between the key 
components. Finally, hypotheses have been proposed to test the relationships with empirical 
data later.  
2.1 Consumers’ Online Luxury Shopping Model Background 
This study draws on the consumers’ online luxury shopping (COLS) model which is based on 
theoretical backgrounds such as the Technology Acceptance Model (TAM), the Theory of 
Reasoned Action (TRA), and the unified theory of acceptance and use of technology 
(UTAUT) (Venkatesh et al., 2003) which provide a conceptual framework for this study. To 
start, this research examines the TRA, due to it being the most noticeable model explaining 
consumer attitudes towards an action through behavioural intention (Ajzen & Fishbein, 1980). 
In order to understand the technical part of the model and to predict the system usage based 
on the TRA, Davis (1989)’s technology acceptance model was employed. However, TAM 
specifically explains the factors of electronic acceptance that are universal in explaining user 
behaviour across a wide range of electronic technologies; the TRA is designed to explain 
virtually any human behaviour (Davis et al., 1989); while UTAUT has distilled the critical 
factors and contingences related to the prediction of behavioural intention to use a technology, 
as well as technology use, primarily in an organisational context (Venkatesh et al., 2003).  
According to TAM, the TRA’s attitude towards a technology construct is directly affected by 
two beliefs about the system usage; namely perceived usefulness (PU) and perceived ease of 
use (PEU). Therefore, it is necessary to determine the user’s attitude that impacts behavioural 
intention to use it (Davis, 1989). Perceived usefulness (PU) is the degree to which one 
believes that using the technology will enhance their performance (Davis et al., 1989). 
Perceived ease of use is the degree to which one believes that using the technology will be 
free of effort. PU and PEU have a direct impact on attitude about system use (Davis, 1989). 
In order to avoid the ambiguity of casual relations between PEU and PU, these variables are 
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treated as external factors and modelled as attitude components toward e-shopping (Ingham 
et al., 2015). 
TAM hypothesises that attitude towards usage influences consumer behavioural intention to 
use, which is determined by actual system use. Nowadays, TAM is considered the best tool to 
use within the electronic devices environment in order to understand user acceptance related 
technologies or to predict consumer intention to use, revisit or purchase from a website (i.e. 
Moon & Kim, 2001; Gefen et al., 2003; Pavlou, 2003; Koufaris & Hampton-Sosa, 2004; Shih, 
2004). A customer use context can be identified through use of the extended version of 
Venkatesh’s (2003) UTAUT, which has been built on and updated more recently and is 
known as UTAUT2 (Venkatesh, 2012). More recently, greater attention has been given to 
theories that focus more on specific context rather than those theories that give a more 
general view. It is considered vital to identify the mechanisms and predictors which are the 
most relevant in order to gain a deeper understanding of specific phenomena and meaningful 
extended theories (Venkatesh 2012). It has been identified by both Johns (2006) and 
Alvesson and Kärreman (2007) that new contexts often lead to significant changes in a theory; 
these include a change in the direction of relationships, altering the importance of 
relationships, the creation of new relationships, and making previously theorised relationships 
insignificant. These changes lead to the breakdown of theories, and subsequently new 
knowledge is developed (Alvesson & Kärreman, 2007). In the case of UTAUT, which was 
originally developed to explain employee technology acceptance and use, and in TAM which 
was originally to accept technology usage, it will be critical to examine how it can be 
extended to other contexts, such as the context of consumer technologies for luxury shopping, 
where big name industries invest huge amount of money regarding technology devices, 
applications, and services targeted at consumers (Stofega & Llamas 2009). In the context of 
online luxury shopping, COLS is a useful model to explain the mechanism of consumer 
technology acceptance of use for online luxury fashion brands, and to understand the 
determinants of the external factors that impact their attitude towards purchase. Since e-
shopping is a retail format innovation and makes use of innovative technology systems, and 
e-shopping behaviour (e.g. browsing, transactions, etc.) is a type of consumer usage system, 
TAM provides a useful foundation for research investigating consumer acceptance of online 
shopping. Regardless of the strength of TAM, most research findings regarding the effect of 
ease of use on attitude have been insignificant (Chau & Hu, 2001; Townsend et al., 2001). 
However, some studies have found more significant effects of ease of use on attitude (O’Cass 
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& Fenech, 2003; Chen & Tan, 2004). The TAM, on the other hand, provides theoretical 
linkages among beliefs, attitude, intention, and action (Chen et al. 2002). Indeed, the 
discussion above leads us to conclude that COLS with attitude is preferable in the context of 
luxury e-shopping (Ingham et al. 2015). 
Moreover, numerous studies have recognised the power of TAM as a parsimonious model in 
several technology-related contexts, for example in apparel e-shopping (Ha & Stoel 2009); in 
mobile TV (Choi & Totten, 2012); digital goods and non-digital goods (Pascual-Miguel et al. 
2015); and in travel agents (Abou-Shouk et al. 2016). The literature notes TAM's parsimony 
as a key limitation (Venkatesh, 2000; Vijayasarathy, 2004). Vijayasarathy (2004) argues that 
the variables in TAM are better suited to decisions involving few technology usage choices 
than to situations involving users' voluntary choices (e.g. online luxury shopping) which 
COLS will be more into the luxury context. Hence, consumer attitudes toward online luxury 
shopping in COLS may not be described as in TAM as having had their main factors 
influenced toward online luxury shopping based from the original TAM variables.  
2.2 Extended Technology Acceptance Model in Consumers Online Luxury Shopping 
(COLS) Model 
The extended TAM shows that adding external variables contributes to the explanation of the 
difference in system use, as adding greater use of variables or factors may guide greater 
actions (Legris et al., 2003; Choi & Totten, 2012). The importance of understanding the 
external variables or factors is critical in COLS, due to the nature of this study based on the 
luxury in online websites and that seek to explore the factors that influence consumers’ 
decision to purchase online luxury shopping. External variables may affect consumer attitude 
towards system use. Besides, the two constructs of TAM (PU and PEU) that affect attitude 
explain about 40 per cent of the system’s use (Legris et al., 2003) and the external variables 
in the extended models of TAM are not clearly defined yet. One of the purposes of COLS in 
this study is to examine the key factors that influence consumer attitude towards online 
luxury shopping. There is no doubt that, TAM as augmented by Davis (1989), was the most 
widely accepted model of IT usage and acceptance. TAM has been tested with different types 
of external variables to predict behavioural intentions that lead to user behaviour using 
various technological features. The model was intermediated with the two belief components: 
PU and PEU. TAM assumes that IT usage behaviour is determined by a behavioural intention 
to use a system that is jointly determined by a person’s attitude towards the use of the 
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technology. Therefore, researchers advocate the need to extend TAM so that the predictive 
power of the resulting model can be improved, and some of their individual limitations can be 
overcome. However, very few studies have in fact examined the role of the external variables 
in TAM. Hubona and Kennick (1996) and Hubona and Geitz (1997) conducted two studies to 
examine the role of the external variables (factors), belief and attitudes on IT usage. They 
found that impact of these external variables on usage behaviour is not fully mediated by the 
belief constructs. However, external factors mediate the effect of intention on their attitude 
and behavioural intention towards buying online luxuries, and how this mediating role can be 
direct or indirect, depending upon the reviewer’s perceived usefulness. In addition, the role of 
external variables in impacting usage behaviour within TAM has not been well explored, thus 
online luxury shopping could explore it in this research. Davis (1993) specifically urged 
“future research [to] consider the role of additional [external] variables within TAM” (p.483). 
Given the lack of an integral view, Venkatesh et al. (2003) and Pascual-Miguel et al. (2015) 
combine previous acceptance models to create a consumers’ online luxury shopping model. 
In particular, electronic service quality, perceived brand value, electronic word of mouth, 
social media marketing activities and social network site usage based on external variables 
(factors) are a powerful force in forming one’s attitude to use a system (Chen, Gillenson, & 
Sherrell, 2002; Lee & Lin, 2005; Kim, Fiore, & Lee, 2007; Kim & Forsythe, 2008;  
Castañeda, Rodríguez, & Luque, 2009; Taylor & Strutton, 2010; Lim & Ting, 2012; Park & 
Cho, 2012; Chen, Guritno & Siringoringo, 2013). In this model, actual technology usage is a 
function of behavioural intention to use the technology (Davis et al., 1989). This study 
investigates the whole buying process in COLS model including the external factors that 
occur before buying, during which is the attitude, and after which is the purchase life cycle.  
While Broilet and Dubosson (2008) recognise the significance of shopping online as a luxury 
activity, the overall extent of research in this area is not wide-ranging. A number of research 
themes can be identified including the role of shopping precincts, the characteristics of 
shoppers that determine what type of shopping they engage in, and the role of the supply side 
(Lim & Dubinsky, 2004); that is, the retailers who provide the opportunities for luxury 
shopping to occur (Kim, Kim & Kandampully, 2009).  
Proposing multiple networks to meet changing customer needs and preferences along the 
customer journey of information search, purchase, and after-sales service poses severe 
challenges for marketing managers (Verhoef, Kannan, & Inman, 2015). While predicting 
online purchase intentions for luxury products, Kim and Kim (2004) found that consumers’ 
20 
  
intentions to purchase luxury products online - for example, clothes, jewellery and 
accessories - were predicted on two online shopping factors (cost and incentive programmes) 
and four demographic variables (gender, age, education and number of children). But this 
study received the lowest response rate (10.1 per cent) to represent worldwide online 
consumers. Nonetheless, three important untapped yet relevant issues remain. First, Konuş et 
al. (2008) did not consider the after-sales service stage and its channels. Marketing literature, 
however, increasingly acknowledges the importance of this stage for understanding customer 
behaviour and revenue streams (Van Vaerenbergh, Larivière, & Vermeir, 2012) and calls 
have been made to include after-sales channel usage in the segmentation scheme (e.g., 
Gensler, Verhoef, & Bohm, 2012). In study (De Keyser et al. 2015), they investigated which 
customer segments can be discerned when a segmentation scheme considers the information 
search and purchase stages of the customer journey and  extend the original work by 
considering the after-sales stage in their analyses. The result of their study found customers 
who search and buy online do not necessarily prefer online after-sales. This study thus 
contributes theoretically to the COLS and online luxury shopping literature by proposing 
underlying new dimensions and components of external factors in COLS in an online 
environment, and predicting how consumer attitude is influenced from external factors to 
purchase online luxury goods and the outcome after purchase, such as e-satisfaction and e-
loyalty. 
2.3 External Factors of Online Luxury Shopping 
Although TAM postulates that antecedent variables intervene indirectly by influencing 
perceived ease of use and perceived usefulness, there is no clear pattern with respect to the 
choice of the external variables for internet shopping malls (Ahn et al. 2004). Given the 
weights from academic research and marketer’s strategy for luxury brands online context, it 
is growing, and several brands have positioned their brand or certain offerings “high-class” 
(e.g. Burberry and Louis Vuitton introduced digital stores). These findings lead to the 
question of what factors in the environment might activate the more authentic form of pride 
that motivates such purchases, and that what (McFerran et al. 2014) tried and provided 
evidence of consumers pride in consummation from luxury brands. They documented in their 
study that authentic pride motivates luxury purchases others infer that those who complete 
such purchases feel greater hubristic bride. Moreover, they found that independent activation 
of authentic and hubristic pride states can influence consumption choices or behaviour. The 
following subsections discuss the external antecedents’ factors that impact on consumer 
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attitude on COLS model. This study has selected multiple factors which are more likely to 
purchase (Legris et al., 2003) as external factors that can be important for the consumers 
buying online luxury shopping (Okonkwo, 2009), which are perceived ease of use, perceived 
usefulness, e-service quality, social media marketing activities, social network site usage, e-
word of mouth, and perceived brand value. However, in order to investigate consumers’ 
buying decisions for online luxury shopping, this study needs to understand the nature of the 
‘before buying’ process, which is external factors with attitude, and this is the first stage in 
the COLS. The following sections discuss the relationships between key constructs within the 
COLS model. 
2.3.1 Perceived Usefulness and Consumer Attitude 
The most important construct in TAM is perceived usefulness (PU) (Chen et al., 2013, p.112). 
This is because users’ acceptance or rejection of technologies is mainly influenced by this 
construct (Davis, 1989). PU is affected by external variables (Al-Ammary, AlSherooqi & Al-
Sherooqi, 2014, p.212; Farahat, 2012, p.100; Motaghian, Hassanzadeh, & Moghadam, 2013, 
p.166; Zare & Yazdanparast, 2013, p.48). However, in this study, PU is directly affected by 
consumer attitude (Ingham et al., 2015). Several studies show that perceived usefulness 
significantly influences attitudes toward online shopping as well as influencing online 
purchase and repurchase intentions (Shih, 2004; Song & Zhang, 2004; Swilley & Goldsmith, 
2007; Vijayasarathy, 2004). The perceived usefulness of online luxury shopping refers to the 
usefulness of the website of any luxury brand. Shih (2004) shows that perceived usefulness 
significantly determines attitudes toward online shopping. Song and Zhang (2004) report 
positive influences for online repurchase intentions. Vijayasarathy (2004) finds usefulness 
significantly predicts attitude towards online shopping, and attitude toward online shopping 
strongly influences the intention to use online shopping. We extend this argument to 
understand the usefulness on consumers who purchase online luxury brands from websites.  
2.3.2 Perceived Ease of Use and Consumer Attitude 
The second most important construct in TAM is perceived ease of use (PEU) (Davis et al., 
1989).  The proposed meaning is the extent to which users of a technology expect that they 
will not have to make any special effort to use a technology. Self-efficacy (Bandura, 1982) 
supports this factor. The terms Davis et al. (1989) use in this case are flexibility, ease of use, 
control, and the ability of someone to become an expert in using a technology. However, ease 
of use of an informatics system positively affects its perception of use (Agarwal & Prasad, 
1999; Liaw & Huang, 2003; O'Cass & Fenech, 2003; Shang, Chen, & Shen, 2005; Shih, 2004; 
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Venkatesh, 2000). PEOU is theoretically a positive antecedent of attitude toward use (online 
luxury shopping) in this study. We extend this argument to understand the ease of use on 
consumers who purchase online luxury brands from websites. 
2.3.3 Electronic Service Quality and Consumer Attitude 
E-service quality is defined as the extent to which a website facilitates efficient and effective 
shopping, purchasing, and delivery (Zeithaml, Bitner, & Gremier, 2006). Service quality may 
be defined as the difference between customers’ perceptions of the service received, and their 
expectations about service performance prior to the service offering (Asubonteng et al., 1996). 
Several studies develop scales to measure perceived e-service quality (Fuentes, Gil, 
Berenguer, & Moliner, 2011; Roger-Monzó, Martí-Sánchez, & Guijarro-García, 2015). A 
recent study by Pascual-Miguel et al. (2015) examined gender differences between the online 
purchase behaviour of consumers who purchased digital and non-digital goods. The 
researchers employed the unified theory of acceptance and use of technology (UTAUT), as 
they felt that there is a lack of integral view in the technology acceptance literature. They 
collected the data via an online survey with 817 habitual internet users. The study’s results 
demonstrated that there are differences between gender with regards to e-commerce; the 
influences of effort expectancy and social influence on purchase intention are significantly 
stronger for female consumers than males. One possible explanation for this is that 
respondents may be considering goods and services when answering, regardless of product 
type, even though the research does not address services. For that reason, this study stressed a 
need to consider service quality as the nature of the research was an online luxury shopping 
goods context. However, many highlighted studies that bring valuable findings have not been 
shown to affect attitudes positively. Grace and O’Cass (2004) found that the service 
experience in the context of banking service brands influenced the growth of brand attitudes. 
That is, when the service delivered high quality, it became more likely that a consumer’s 
attitude toward branded banking service responded positively. Similarly, Al-Qeisi et al. (2014) 
state that experience of website users may affect their perception to adopt and use a service. 
However, this study tests the relationship between e-service quality and attitude, and explains 
that attitude is learned and can be predicted to respond to an object or stimulus in a 
consistently favourable or unfavourable way (Allport, 1935; Fishbein & Ajzen, 1975). It is 
the consumer’s positive, neutral or negative learned disposition - frequently due to past 
evaluative experiences - with respect to the item or services being considered (Roest & 
Pieters, 1997). In COLS, attitude shaping is an outcome of external factors toward buying 
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online luxury shopping. Extending this focus to the context of the internet environment, 
consumer attitude towards a website has been referred to as a predisposition to respond 
favourably or unfavourably to the website (Chen & Wells, 1999). For example, it has been 
found that positive attitudes toward a website are associated with three attributes of e-service 
quality: entertainment, informativeness, and organisation (Chen & Wells, 1999; Chen et al., 
2002). When applied to consumer purchase decisions, for example, the expectation-
conformation model (ECM) framework suggests that consumers base their original purchase 
decision, in part, on an initial expectation they have about the goods or service (Eveleth et al. 
2015). Further, it has been shown that numerous e-service quality factors positively impact 
on consumer attitudes towards the website (e.g. Yoo & Donthu, 2001; Wolfinbarger & Gilly, 
2003). Thus, e-service quality plays an important role in positively impacting consumer 
attitude for online luxury shopping, due to the sensitivity of the product type. In addition, 
Eroglu et al. (2001) state that website atmosphere also influences cognitive responses (e.g. 
attitude, perception). McCormick and Livett (2012) suggest that the online equivalent of 
providing a comfortable shopping environment would, for example, require that attention be 
paid to the aesthetics of the web experience, including the use of colours, appropriate use of 
photos and graphics, and the general online decor. The objective would be to create an ease 
of use that would make customers feel safe and welcome, and would reduce annoyances. 
Wolfinbarger and Gilly (2001) suggest that online customers are more likely to buy when 
“These customers are busy and are not likely to make the effort to switch or look for lower 
price alternatives, as long as they can find the selection and information they want, make the 
transaction easily and have it delivered in a timely fashion” (p.27). Yang et al. (2005) suggest 
that offering privacy and secure checkout would also be important factors in this regard. 
According to Eroglu et al. (2001), website atmosphere also influences cognitive responses 
(e.g. attitude, perception). Previous research found that various website design cues influence 
consumers’ cognitive judgement such as attitude and perceived information (Eroglu et al., 
2003; Oh et al., 2008; Park et al., 2008). Moreover, a score of perceived electronic service 
quality, which is the average of the reported values of the six dimensions, was used as the 
composite measure in the analysis. This consisted of reliability, responsiveness, competence, 
ease of use, product portfolio and security (Wang et al. 2010). As such, the available 
evidence indicates positive quality evaluations of a website leads to positive attitudes towards 
the website (Carlson & O’Cass, 2010). In summary, previous studies in the IS area apply the 
TAM to examine website effectiveness that have a direct impact on consumer attitudes (e.g. 
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Lederer et al., 2000; Moon & Kim, 2001; Vijayasarathy, 2004), which could be a perfect 
antecedent factor to impact consumer attitude positively in COLS. Thus, the electronic 
service quality is delivered through a luxury brand website and it plays a critical role in 
driving consumers to purchase online luxury shopping.  
2.3.4 Social Media Marketing Activities and Consumer Attitude 
The Founder and Chairman of the Executive Committee said “A brand is no longer what we 
tell the consumer it is — it is what consumers tell each other it is” (Cook, 2012). Social 
media are online applications, platforms and media, which aim to facilitate interactions, 
collaborations and the sharing of content (Richter & Koch, 2007). As online users and browse 
time increase, networks become powerful marketing channels. Only touching and persuasive 
messages can change users’ attitudes and induce enthusiastic interactions (Bhattacherjee & 
Premkumar, 2004; Coulter & Punj, 2004). Social media marketing is a highly influential 
marketing method (Chang et al. 2014). Activities in social media messages, e.g. liking or 
sharing, can increase the effects of popular cohesion and message circulation. According to 
de Vries, Gensler, and Leeflang (2012), more vivid brand posts lead to a more positive 
attitude toward the brand post. The last few years have brought about many changes in the 
business world. In addition to this, the media landscape has also undergone a lot of changes 
and has transformed immensely into being predominantly online (Mangold & Faulds, 2009). 
The traditional media are being replaced by social media, blogs and microblogs that have also 
increased the opportunities for marketing for business organisations and online retailers. 
Communication on social media, including the sharing of ideas and recommendations, has 
spread so much that companies are now working on positively strategising so that social 
media can be used positively for the effective marketing of products and services. Consumers 
frequently view their most favourite advertisements and videos on YouTube. Hence there is 
an ongoing trend of consumers showing likes for their favourite brand and dislikes for their 
least favourite on social media like Facebook, Twitter and YouTube. These social media sites 
are not just websites, but proper platforms for viewers and consumers to give their views 
regarding various brands, and hence they serve as marketing helpers for organisations. 
According to Dellarocas (2003), the communication that occurs between consumers is the 
first basic source of information transmission. These social media platforms provide 
consumers communication and also accelerate the process of sharing ideas (Duan et al., 
2008). Godes and Mayzlin (2004) note in their study that such communication is not only 
cost effective, but also a simple alternative to formal methods of communication for the 
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transfer and sharing of ideas. An idea given by one consumer reaches another and then it is 
communicated further. In this regard, De Bruyn and Lilien (2008) analyse the impact of 
consumer-to-consumer communication during the different stages of viral marketing 
recipients’ decision-making processes. Luxury brands are expected to evoke uniqueness and 
exclusivity through high quality, premium pricing and controlled distribution. The primary 
channel of retailing for luxury brands is an offline store since luxury brands pursue 
uniqueness and exclusivity through strictly controlled distribution. Luxury brand managers 
encounter a dialectical tension between the need to keep up with the social media trend and 
the need to maintain their brand integrity and exclusive reputation. 
Due to the growth of technology in the world of fashion, attracting and encouraging 
customers to interact with the brands is absolutely essential. Social media activities in fashion 
brands' website involvement in such things as tweeting, blogging, and networking has led to 
luxury brands participating in the current trend (Kim & Ko 2012a). Starting from the brands’ 
vision regarding the launch into social media, they were unsure of the best way to use 
technology while industry considered technology as a positive opportunity; both to increase 
their profit through displaying their brand on social media, and to build up a friendly 
relationship between consumer and brand and encourage customers' need for luxury. Luxury 
brands' use of social media began to surge in 2009 (Kim & Ko, 2012), and companies such as 
Gucci, Burberry, Chanel, Louis Vuitton, Yves Saint Laurent, and Stella McCartney now have 
Facebook as well as Twitter accounts. As a direct result of this, luxury brands and customers 
have become closer than ever, which enables the marketers of the companies to build 
purchase intentions directly after reading customers’ reviews and opinions.  
Social media are a Pandora’s box for luxury brands because they can serve as a virtual brand 
community - “a specialized, non-geographically bound community, based on a structured set 
of social relationships among admirers of a brand” (Muniz & O’Guinn, 2001, p.412). 
Consumers may promote their favoured brands by posting positive comments on the brands’ 
Facebook pages and Twitter feed or uploading favourable video clips to YouTube. At the 
same time, consumers may use brands’ social media as complaint forums by posting negative 
comments about an unsatisfactory transaction with a company. Previous research 
demonstrates that consumers prefer recommendations from other consumers over 
professional reviews by critics, especially for hedonic goods (Smith et al., 2005; Dellarocas et 
al., 2007). This finding implies the potential impact of user-generated content (UGC) about 
hedonic brands embedded in social media on brand management because luxury brands 
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represent consumers’ hedonic, as opposed to utilitarian, motivation. The results of this study 
came from a relatively large sample of randomly selected e-customers. Similarly, the latest 
study by (Jin 2012) highlighted the importance of consumers’ attitude toward an existing 
luxury brand before visiting the brand’s social media, and proposed a positive correlation 
between luxury brand attitude prior to the social media visit and luxury brand attitude after 
the social media visit to research online and purchase offline (ROPO). This study result was 
that consumers’ satisfaction with a luxury brand’s Facebook interface is a positive predictor 
of favourable attitude toward the luxury brand. As a result, the limitations of related studies 
encourage initial effort to evaluate effect social media marketing activities on consumer 
attitude. The present study would take into account the influence of social media marketing 
activities for luxury brand positively on consumer attitude in COLS. This would not only add 
to the main framework of the study but would elaborate on the results, adding another 
dimension to it.      
2.3.5 Social Network Usages and Consumer Attitude 
An online social network defined is the intensity of an interactive and personalised 
relationship between individuals and a website (Brown et al. 2007). Social network site 
communication has a great effect on the consumer attitude towards online purchasing, and is 
therefore a good choice when selecting an appropriate e-retail environment. Considerable 
evidence supporting this hypothesis was found by Fishbein and Ajzen (1975), indicating that, 
according to the expectancy value-information-integration model, a person’s attitude toward 
some object is a function of the information (beliefs) he/she has about the object. Their point 
of view was that attitudes are determined by the silent beliefs that a subject comes to hold 
about the stimulus persons as a result of the information present to him. There has been much 
development of social networking sites with regards to advertising and marketers who take 
the lead in influencing users’ attitudes, and would benefit from investigation. This topic is of 
interest to academics that look to research it further. Harsha (2013)’s study examined the 
effect of self-efficacy, the need for cognition, the need to belong, and collective self-esteem 
on students’ attitude toward social network site and their willingness to join such sites. Thus, 
a study by Azizul et al. (2014) examines the online factors that influence consumers’ 
perceptions and attitudes toward advertising on Facebook. A recent study by Vošner et al. 
(2016) examined attitude in older age toward social network activity. The study shows that 
younger people are much more likely to use social network sites than older people. 
According to Loredana, Francesca and Eleonora (2011), tourists’ attitude towards the uses of 
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social network for achieving information for a destination choice has a strong influence on 
the decision making. Site visits and interaction among consumers in social sites are increased 
by providing enjoyable experiences in online apparel brand community, which, in turn, may 
enhance members’ favourable attitudes toward the online community and the brand (Huiju & 
Cho, 2012). It is commonly supposed that social network sites have an impact on consumers’ 
attitude towards a purchase or to find information about a tourist destination or in the fashion 
industry, but this study will investigate how information from social networking sites can 
affect a consumer’s attitudes towards making a luxury online purchase. The assumption is 
that personality traits influence overt behaviour, online or offline, and work through 
subjective norms that in turn lead to behavioural intention and ultimately to actual behaviour 
(Fishbein & Ajzen, 1975). The present studies focus on the individual-level characteristics of 
social network participants so as to try to understand the drivers that motivate inactive and 
active use of networks. Ju-Young, Kim, and Juanjuan (2013) assert that consumers who are 
seeking brand information through social network sites may directly contribute to the 
development of positive attitudes toward online social shopping for apparel using SNS. 
Seung (2013) found that when consumers are satisfied with a luxury brand in social network 
sites, this is a favourable predictor of attitude toward the luxury brand. In a study by Jiyoung 
(2013), investigation was made into shopping online from social network sites and how they 
affect consumer attitude toward shopping for a product on social network site, and how they 
can be different from the real online website. The study result shows that social network sites 
have an impact on attitude towards shopping items online. 
2.3.6 Electronic Word of Mouth and Consumer Attitude 
Electronic Word of Mouth (E-WOM) refers to ‘any positive or negative statement made by 
potential, actual or former consumers about a product or company, which is made available to 
a multitude of people and institutions via the Internet’ (Hennig-Thurau et al, 2004, p.39). A 
greater number of online shopper reviews significantly influences consumer purchasing 
decisions. E-WOM, or electronic word of mouth, can influence online shopping for goods 
both positively and negatively. As it is spread in a faster way, its effect is for a short time 
(Emergence Marketing, 2007). Since many consumers present review information and 
experience regarding their purchase online, these websites have become a medium for 
spreading word of mouth, affecting the purchase decisions of consumers who read their 
reviews. Nowadays, many studies in marketing find that consumers are paying increasing 
attention to e-WOM and the different forms of it regarding shopping sites and online brand 
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(Goyette et al, 2010; Kim, Kim, & Lennon, 2011; Yoo & Lee, 2012;Yoo, Sanders, & Moon, 
2013; Cheng & Ho, 2015). User-generated content (UGC) review websites appearing under 
the concept of Web 2.0 break through the limitations of traditional WOM (Cheung & Lee, 
2012). In this study, e-WOM is used to refer to any positive or negative feedback or 
information regarding any online luxury purchase about luxury fashion brand which will 
impact on consumer attitude toward online luxury purchasing. E-WOM played as a factor in 
the external variables that impact consumer attitude in the TAM model. Lee and Hodges 
(2012) proposed a model for investigating the antecedents and consequences of consumers’ 
attitudes towards an apparel website. But this study too was limited to a single website and a 
one-off survey conducted in 15-20 minutes. While empirically investigating e-shopping 
antecedents and effects, however, Jayawardhena and Wright (2009) found that the 
implication for e-retailers is that it is important to incorporate Web 2.0’s enhanced aspects 
into their websites, since they contribute to the positive e-shopping experience and by 
extension to consumer excitement.  This provides more customised information that is both 
relevant and rich in its content. The goal of such tools is not to replace human intervention, 
but to complement it, if not to augment it. If an evaluator is responsible for a very large 
website, he/she would appreciate being able to locate the portions of the website to look at, 
rather than being forced to examine thoroughly all parts of the website. Similarly, if a tool 
can identify potential areas of usability flaws, the evaluator can have their attention attracted 
and verify its plausibility.  
While analysing consumer conversations around advertisements in a Web 2.0 world, 
Campbell et al. (2011) suggest that attitude towards the evaluator is a necessary component in 
understanding response to consumer-generated advertising. They found that WOM stemming 
from less loyal consumers and communicated to weaker social ties is most powerful 
(Campbell et al., 2011). Having this tool supported is certainly desirable and helpful, but 
there is a big risk that evaluators completely rely on the results provided by such tools. The 
study of Campbell et al. (2011) is inherently subjective, and relies solely on human 
interpretation to abstract meaning from data. The analysis in that paper considered only four 
advertisements, and a large number of checks on reliability and validity were not carried out, 
which leaves several questions unanswered. 
Song et al. (2011) examined online consumers’ behaviour and provided a more service-
oriented view while developing an e-travel service quality scale. They found that customers 
judged the quality of information based on the amount of information about the product 
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presented on the retailers’ website. Neglecting information, usability or both led to poor 
customer perceptions of service quality. Similarly, Ho and Le (2007) add that while 
developing an e-travel quality scale, website functionality and customer relationships are the 
two most important and critical factors in evaluating the quality of the website and services. 
They regarded security as the degree of customers’ trust and confidence in the website.  
However, transferring the responsibility for evaluating and ensuring the usability of the scale 
is not acceptable, even when the tool provides the validated results on how to improve the 
usability of the website. For this to happen, quality models should be introduced and 
validated. Gounaris et al. (2010) analysed data by comparing three rival models using 
structural equation modelling. The prevailing model revealed that e-service quality had a 
positive outcome on e-satisfaction, while it also influenced, both directly and indirectly 
through e-satisfaction, on consumers’ behavioural intentions: that is to say, revisiting a 
website, word-of-mouth communication and repetitive purchases. As Hahn and Kim (2009) 
put it, e-WOM is a very important result of the online relationship. Therefore, in view of this 
rising importance of e-WOM, organisations are increasingly working on enhancing e-WOM 
strategies as this is a very important and powerful tool for online shopping malls. 
The increased attention that has been attracted by this new concept is growing at a high rate. 
This new form of WOM, which is online WOM or e-WOM, has also received a lot of 
attention from academic researchers. Zhang et al. (2010) explain that prior research studies 
have investigated the influence of e-WOM on business bottom line concepts, which include 
product sales, customer value and loyalty, and new product introductions. In addition to this, 
studies have examined the adoption of online services and the impact of e-WOM (Cheung et 
al., 2008), the innovation of services and the influence of e-WOM (Andreassen & 
Streukensm, 2009), and the influence of e-WOM on product consideration and the quality of 
choice (Gupta & Harris, 2009). Another surprising finding by a study by Park and Lee (2009) 
states that the influence of negative e-WOM is far greater than positive e-WOM; the effect is 
also greater for famous and established e-retailers and shopping malls than for non-famous 
and non-established ones. E-WOM is also greater for experiencing goods than for searching 
goods. Studies have also investigated what leads consumers to produce e-WOM, which 
includes the impact of commitment and the experience that the consumers have with those 
products (Lee et al., 2006). Other studies also illustrated that satisfaction, loyalty and the 
usability of the website leads to producing e-WOM (Casalo et al., 2008). It is very reasonable 
to expect that consumers who have a greater search intention for product information will 
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tend to produce this positive or negative e-WOM more than people who have less intentions 
of searching for product information (Hahn & Kim, 2009). Several studies have also 
indicated that if trust, commitment, satisfaction and loyalty are high then positive e-WOM 
communication is more likely to develop through strictly controlled distribution (Mukherjee 
& Nath, 2007; Rauyruen & Miller, 2007; Cater & Zabkar, 2008). Luxury brand managers 
encounter a dialectical tension between the need to keep up with social media trends and the 
need to maintain their brand integrity and exclusive reputation. Therefore, there is a clear gap 
between the role of social media and word of mouth in spreading the word regarding online 
shopping for luxury brands and how that in turn helps to influence the satisfaction, loyalty 
and behavioural intentions of consumers, which would also be elaborated in the findings of 
the present study.  
2.3.7 Perceived Brand Value and Consumer Attitude 
In recent years, a growing interest has developed with regards to both marketing research and 
practice; the inclusion of consumer attitude as part of their corporate brand identity is now an 
important factor in understanding online shopping attitudes. Many researchers have studied 
how consumers value brand names, and observed various aspects of brand value (Kim, 2010; 
Li, Li, & Kambele, 2012). Aaker (1997) defines brand personality as “the set of human 
characteristics associated with a brand” (p.347). However, better knowledge of the conditions 
and drivers of a luxury brand as well as its effects on customer value and consumer behaviour 
is still required. Consumers perceive the brand name, the label, and recognisable design 
characteristics such as logo, colour, and pattern to be valuable (Yoo & Lee 2012). According 
to the TAM, perceived brand value represents an external factor which impacts on consumer 
attitude towards a luxury online purchase. Researchers define brand value in many ways. For 
example, Yoo and Donthu (2001) define brand value as the differences between consumer 
responses to focal brands compared to unbranded products when both products have the same 
level of marketing stimuli and the same product attributes. Consumers often purchase goods 
to express their identity and evaluate brands according to the match between their symbolic 
attributes and the person's self-concept (Aaker, 1999). Brand equity provides value to 
customers by enhancing their interpretation of and ability to process information, their 
confidence in purchase decisions, and their satisfaction (Aaker, 1991). As proven in many 
studies dealing with decision-making processes, attitude is the antecedent of behaviour. 
Attitude toward a brand, or Brand Attitude, is another key component for valuing a brand’s 
equity. Mitchell and Olson (1981) define Brand Attitude as an individual’s overall evaluation 
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of a brand. This means that attitude toward a brand mainly depends on a consumer’s own 
perceptions regarding a brand, and are argued to be a reliable predictor of consumers’ 
behaviour toward brands (Shimp, 2010). The power of attitude is reflected in both cognitive 
(what we think and believe) and affective (what we feel and experience) responses (Petty, 
Wegener, & Fabrigar, 1997; Keller, 2001; Morris et al, 2002). Consumers with strong effect 
toward a luxury brand say they love the brand and the tendency for them to purchase the 
brand is high (Bian & Forsythe 2012). However, what one person perceives as luxury may be 
ordinary to another (Liu, 2012). Consumers often respond favourably to luxury brands that 
are perceived to be consistent with their values and goals because they are guided by their 
desire to maximise the consistency between their brands and their attitudes (Snyder & 
DeBono, 1985). To minimise confusion, Vigneron and Johnson (1999) suggest a brand 
should consist of five unique values in order to be considered as luxury: conspicuous value, 
unique value, social value, hedonic value and quality value. Most luxury fashion brands 
provide all these five values that help develop a brand’s overall image (Berry, 1994). 
Researchers measure perceived brand values with multiple dimensions. In order to predict 
future customer behaviour, it seems necessary to find ways of matching their attitudes and 
actions (Li et al. 2012). This study focuses on luxury fashion brands to better understand the 
relationships between imagery, self-congruity, attitude and loyalty toward a brand. Luxury 
fashion brand consumption can serve as an effective method of conforming to the 
conventions of a specific social class (Li et al. 2012). It is expected that perceived brand value 
will have a positive impact on consumers' attitude toward luxury brands (e.g. Sweeney & 
Soutar, 2001; Kumar et al., 2009). Zhan and He (2012) investigate the underlying 
motivations for luxury consumption among Chinese middle-class consumers by testing the 
relationships between psychological traits (i.e. value consciousness, susceptibility to 
normative influence, and the need for uniqueness) and attitudes towards best-known luxury 
brands. Findings suggest that as consumers become more value conscious, they evaluate the 
best-known brands more favourably (Ko & Megehee 2012). 
2.4 Consumer Attitude in Online Luxury Shopping 
An attitude is a predisposition to evaluate an object or product positively or negatively 
(Solomon et al., 2007).  It has three components: affect, behaviour, and cognition. Affect 
refers to the way a consumer feels about an attitude object. Behaviour involves the person’s 
intentions to do something with regard to an attitude object. Cognition refers to the beliefs a 
consumer has about an attitude object. Attitudes, evaluations, and ultimately decisions of an 
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individual can be based on cognitive and affective experiences (Chiu, Wang, Fang, & Huang, 
2014). Thus, in order to increase receptivity, retailers use messages that may be based on 
cognitive or affective qualities, depending on the needs of the individual (Haddock, Maio, 
Arnold, & Huskinson, 2008). Cognitive messages trigger the rational dimension of the 
decision making process on purchasing a product or service; affective messages initiate 
emotional responses which, in turn, influence purchase behaviour. With the exception of 
technological regimes, there is very little research mapping and describing attitudes towards 
science and technology (Kerschner & Ehlers 2016). Most theories of individual attitudes 
towards technology are broadly based on social psychology, including the technology 
acceptance model (Davis, 1989), cognitive fit (Vessey, 1991), computer self-efficacy 
(Compeau, 1995), and the UTAUT (Venkatesh 2012). This study addressed attitude in COLS 
model as an important factor that can control the decision of buying behaviour in consumers’ 
online luxury shopping.  
2.5 Consequences of Consumer Attitude 
After impacting from multiple external factors onto consumer attitude, it is inevitable that 
there will be further action regarding the buying process. Attitude, once activated, will 
automatically guide behaviour without the need for conscious mental activities, such as belief 
information or retrieval (Fazio, 1990). (Venkatesh 2012) reports the mechanism of checking 
e-mail using mobile internet during commuting is useful. Given that there are detractors to 
the operationalisation of habit as prior use (see Ajzen, 2002), some work, such as that of 
Limayem et al. (2007) has embraced a survey and perception-based approach to the 
measurement of habit. The following subsections will discuss the relationship between 
consumer attitudes during the purchase life cycle, which are intention, actual purchase, e-
satisfaction, and e-loyalty.  
2.5.1 Consumer Attitude and Purchase Intention 
When it comes to the consumer experience of shopping online for a luxury fashion brand, it 
is expected that consumers are more likely to purchase luxury brands not only due to habitual 
purchase behaviour, but also because of the intentions that lead them to make the purchase. 
Many studies approved the term of the relationship between consumer attitudes and intention 
positively in different issues. For example, a study between two countries, Mexico and India, 
found that consumers’ affective attitude – but not cognition – positively influences purchase 
intentions towards an apparel brand among both countries (Lee et al., 2008; Kumar et al., 
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2009). Effect may explain why consumers are willing to pay a premium price for luxury 
brands even though they can achieve equal functional benefits through less expensive non-
luxury brands (Bian & Forsythe 2012). However, another comparison study investigating the 
cultural acceptance of mobile TV between Korea and the US confirmed a positive 
relationship between attitude and intention (Choi & Totten 2012). Also, in the context of 
sports consumers behavioural intentions toward a sport team website, the findings of this 
study were that consumers are influenced by their attitude toward the website (Carlson & 
O’Cass, 2010). It is important to understand consumer behaviour in e-shopping context; it 
could help e-retailers learn more about how to attract clients to shop online more frequently 
and to attract the non-buyers to make their first transaction online (Ha & Stoel 2009). Once 
customer behaviour towards e-retailing is understood, it becomes easier to predict the process 
that the customer follows and the role that attitude plays in an eventual purchase. As a matter 
of fact, many theories confirm the relation between consumer attitudes and intention and 
defined it, namely: 
 Theory of reasoned action (TRA) - conceptualises behaviour as being driven by 
behavioural intentions, which are functions of the subject’s attitude toward behaviour 
(Fishbein & Ajzen, 1975). 
 Theory of planned behaviour (TPB) - a variant of TRA, adds behavioural control 
attitude and subjects norms as antecedents to behavioural intention (Ajzen, 1991). 
 Technology acceptance model (TAM) - also based on TRA, is specific to the 
information system literature, studies applying TAM to assess the effectiveness of 
websites have found that the user’s positive attitude towards a website is significantly 
and positively correlated with favourable intention to reuse and purchase from the 
website (Lederer et al., 2000; Vijayasarthy, 2004). 
Previous research shows the importance of perceptual processes on consumers’ attitudes and 
behavioural intentions while shopping online (Jarvenpaa & Todd, 1996; Szymanski & Hise, 
2000; Lee & Lin, 2005; Hassanein & Head, 2007; Wang et al., 2010; Tsao & Tseng, 2011; 
Butt & Aftab, 2013; Mosteller, Donthu, & Eroglu, 2014). The current study aims to extend 
and complement the existing relationship between consumer attitudes with intention to 
purchase in an online luxury brand context.  
2.5.2 Consumer Attitude and Actual Purchase 
Consumer attitudes are important in purchasing decisions. Consumers who shop online have 
higher attitude scores and this higher attitude score is directly related to online purchase 
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decision (Wu 2003). Actual system use (purchase) is determined by users’ behavioural 
intention to use, which is in turn influenced by their attitude toward usage. Bazerman et al. 
(1998) documented a tension between the behaviours people feel they should exhibit (e.g. to 
diet, to save money, etc.) and those they actually want to exhibit (e.g. to eat dessert, to spend 
frivolously, etc.).  “Attitudes that restrain spending are of particular interest since they can 
lead to internal conflict” (Kaefer, Heilman, & Ramenofsky, 2012, p.299). For example, 
despite the fact that a consumer may have strong attitudes about restrained spending online 
on a certain luxury item, when faced with the temptation of buying that luxury for themselves, 
internal conflict can occur and the impulsive self may dominate the ultimate decision. 
Consumers can be highly motivated from the external variable characteristics which lead 
them to make the actual purchase straight away. Hence, there is a significant positive impact 
on consumers’ attitude toward online shopping (Delafrooz et al. 2009). According to  Kim & 
Forsythe (2008), attitude towards using sensory enabling technologies has a significant 
impact on the actual use. Therefore, an individual’s use of the technology is a function of 
his/her attitude toward its use online shopping (Moore & Benbasat, 1991). The Theory of 
Reasoned Action, on which TAM is based, suggests that the more positive the attitude 
towards performing behaviour, the more likely an individual is to perform that behaviour 
(Ajzen & Fishbein, 1980). In most cases, in TAM, actual use was affected by intention. 
Whereas, this study adopts the findings of George (2004) in that the actual use (purchase) has 
a relationship between attitudes towards online luxury shopping and the actual purchase. A 
recent study by Pentecost and Andrews (2010) examined the effect of attitudes on actual 
costs for fashion retail goods and noted that the factors that drive fashion retail costs do not 
appear to be well researched in the current academic marketing literature. There have been 
studies that have focused on consumer attitudes about luxury goods (Dubois et al., 2005), 
however, we are not aware of any studies that have focused on the relationship between 
consumer attitudes and actual purchase of luxury goods either by the consumer themselves, 
or by someone else for them. A better understanding of the factors that influence purchasers 
of luxury products is particularly important for marketers given the high price of such goods 
within the category. Similarly, in the luxury goods context, a recent study by (Kaefer et al. 
2012) examined the relationship between a wife’s attitudes toward luxury goods and the 
amount she and her husband spend on such goods for her. The result was that a woman’s 
romantic attitudes about the luxury category have no negative impact on her own spending. 
Apart from this, the study suggested for future research that marketers must understand the 
role that consumer attitudes play in actual purchasing both by and for the consumer of luxury 
35 
  
goods. Clearly, research literature in the context of the relationship between consumers’ 
attitude and actual purchase on luxury goods is limited (Kaefer et al. 2012). 
2.5.3 Consumer Attitude and E-Satisfaction 
Customer satisfaction theories support attitudes associated with purchase decisions according 
to Oliver (1997). This study will take the opposite direction in terms of the relationship 
between consumer attitude with online luxury brand on satisfaction. Greater satisfaction is 
expected with positive pre-existing attitudes (Mazaheri et al. 2011). Attitude is affected by 
several external factors from previous buying experience within the last six months.  Many 
empirical studies show that satisfaction is an antecedent of brand attitude, brand intention, 
and attitudinal brand loyalty for consumer services (Oliver, 1980; Pritchard et al., 1999; 
Shimp & Dyer, 1981). A study by (Eroglu et al. 2003) empirically tests a model that proposes 
that the atmospheric cues of the online store influence shoppers’ emotional and cognitive 
states, which then affect their shopping outcomes. The result was that site atmosphere affects 
the level of pleasure that was felt, which in turn influences attitude, which has strong effects 
on satisfaction. Users' positive attitudes toward online shopping have been found to be a 
likely predictor of software products acceptance, and there is strong support for a dependency 
between attitudes and satisfaction (Satzinger & Olfman, 1995). Davis et al. (1989) address 
the ability to predict online users’ acceptance from a measure of their intentions in terms of 
their attitudes. Further, Lee et al. (1995) and Thompson et al. (1994) found that where 
attitudes affect systems utilisation, influencing these attitudes will have an effect on 
utilisation. In research on networks and behaviour in enterprises, Chang (2002) realised that 
there is significant and positive correlation between attitude toward using a network system 
and satisfaction with that system. Lee (2009) explored the attitude, satisfaction, and 
behavioural intention of users of job bank websites in Taiwan, and suggested that users’ 
attitudes significantly and positively influence customer satisfaction. A recent study by Chen-
Ying Lee, Chih-Hsuan Tsao, and Wan-Chuan Chang (2015) discusses user acceptance and 
customer satisfaction with life insurance app services. They explore the effect of consumers’ 
attitude toward using an app service on their satisfaction to serve as a reference for customer 
relationship management (CRM) and marketing management practices in the life insurance 
industry. The result of this study confirms the relationship between attitude on satisfaction 
and suggested for further research to investigate an improvement in the prediction of attitude 
toward using and customer satisfaction suggested by the integrated TAM model. However, 
some researchers suggest that attitude toward a product can be assessed as the sum of 
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satisfactions with various attributes of the product (Oliver, 1981; Churchill & Surprenant, 
1982). “This essentially makes satisfaction an antecedent of attitude” (Abdul-Muhmin, 2010, 
p.9).  In a study (Mazaheri et al. 2011) of the impact of pre-existing attitude and conflict 
management style on customer satisfaction with service recovery, it is shown that employees 
point out that the customer is somehow responsible for the service failure; for example, 
customers with a negative attitude toward the company are likely to be less satisfied, whereas 
dissatisfaction is less likely for those with positive attitudes toward the company. Since the 
present study focuses on consumers who have previously made online luxury purchases, and 
the data is collected post purchase, attitudes reported must necessarily be post purchase 
attitudes, and therefore a consequence of satisfaction. Following the suggestion from Melone 
(1990) that conceptualising satisfaction as an attitude can provide such a base, McNamara 
and Kirakowski (2008, p.11) define satisfaction (based on Ajzen’s [2001] definition of 
attitude) as “a summary evaluation of an interactive system captured in terms of how easy a 
user thinks a system is to use.” Defining satisfaction in this way ensures that the construct 
remains a parameter of usability as quality in use, rather than a broader representation of the 
entire user experience. Shun and Yunjie (2006) suggest that satisfaction is a customer's 
overall feelings and attitudes towards a purchase situation. Early research found a significant 
impact of satisfaction on post-experience attitudes toward the product (Oliver, 1980). 
Another angle (Jin 2012) examines the influence of consumers’ satisfaction with a luxury 
brand’s Facebook interface on brand attitude after their Facebook visit. His study was to let 
participants explore Louis Vuitton’s Facebook page for about 15 minutes, and then complete 
a survey to measure their satisfaction with that luxury brand’s Facebook page. The study 
result indicates that consumers’ satisfaction with luxury brands’ Facebook interface is a 
positive predictor of favourable attitude toward the luxury brand. The problematic part of this 
study is that the author used only students to test the luxury brands on Facebook, whereas 
there is a need to recruit real consumers who naturally end up being linked to the site or visit 
the brands’ Facebook page. Limited research literature has examined the relationship between 
consumer attitudes with e-satisfaction in an online shopping and more precisely in luxury 
context. It is worth noting that no study has yet been conducted on the online luxury context 
testing this relationship between consumer attitude toward purchase of online luxury 
shopping and e-satisfaction. The current study tested real customers who already purchased 
luxury goods online within the last six months, and from that we can cover the gap in the 
work with truthful answers. 
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2.5.4 Consumer Attitude and E-Loyalty  
Loyalty is defined as repeated purchase behaviour exhibited over a sustained period and 
driven by a favourable attitude toward the subject (Dick & Basu, 1994; Oliver, 1999). The 
concept of e-loyalty extends the traditional concept of loyalty to online consumer behaviour. 
However, definitions of e-loyalty and operations of e-loyalty are quite varied. Anderson and 
Srinivasan (2003) investigate customer loyalty in the context of e-commerce and define 
customer loyalty as a customer’s favourable attitude toward the e-retailer that leads to repeat 
buying behaviour.  According to additional work by Dunn et al. (2009), consumer attitudes 
are hypothesised to positively influence consumer attitudinal e-loyalty, which in turn was 
proposed to positively influence behavioural e-loyalty towards online travel intermediaries. 
The study result of the hypothesis was supported and significant in terms of direction. 
Furthermore, the study recommends that future research addresses this relationship in depth, 
due to the limited research on it - especially in an online shopping context. Because online 
retailers aim to attract loyal customers in order to increase the number of customers and their 
long-term profits (Reichheld & Schefter, 2000, Ribbink, Liljander, & Streukens, 2004; 
Vatanasombut, Stylianou, & Igbaria, 2004; Chiou & Shen, 2006), marketing managers need 
to better understand the determinants of customers' attitudes towards this technology and 
develop strategies that will lead to customer loyalty (Mouakket & Al-Hawari 2012). In online 
environments, loyalty means consumers' favourable attitudes towards the Internet as a 
shopping channel through which consumers purchase repeatedly (Anderson & Srinivasan, 
2003). In addition, excellent companies know that positive employee attitude promotes 
stronger customer loyalty, thus companies must attract the best employees with a long-term 
career focus (Kotler & Keller, 2006). To date, there have been limited studies on the 
relationship concepts between consumer attitude with e-loyalty in an online luxury shopping 
context to be specific. In addition to having addressed the need for further study of this 
relationship in the online luxury shopping context, this study went further by being the first to 
integrate this relationship into COLS to examine the influence on consumer e-loyalty. 
2.6 The Mediating Role of Consumer Attitude 
In this study, the consumer attitude construct became the mediating variable in the model 
which linked between the external variables and the intention to purchase online luxury 
shopping variable in COLS. From the literature, consumer attitude played the role of 
mediation directly and indirectly that affected of some benefit factors on the intention (Cho, 
2004; Castañeda et al., 2009). Similarly, an approach used by Davis et al. (1989) to develop 
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TAM was the assumption that a direct causal link between usefulness and intention with 
attitude fully mediates effect of usefulness is set aside. In addition, it should be remembered 
that attitude does more than partially mediate the effect of external variables on intention 
(Ingham et al. 2015). Another study using TAM found the indirect influence of perceived 
ease of use on attitude (Kim & Forsythe, 2008). Another study by (George 2004), regarding 
the theory of planned behaviour and internet purchasing, found the relationship between 
attitudes towards online purchasing and the actual purchase were strong and positive, even 
though they were not mediated by intention. The original theoretical conceptualisation of 
TAM combined the attitude construct, on the basis of empirical evidence (see Davis et al., 
1989, pp.995-996). The final version of the model excluded the attitude construct as it did not 
fully mediate the effect of cognitive factors on intention. The reason as to why Davis had to 
delete attitude and explain it is that in a work situation, people may utilise a technology often 
as it may enhance productivity, regardless of whether or not they have positive attitudes 
towards using the given technology. However, our study stresses the importance of the 
mediating role of attitude  according to study findings of Ayeh, Au, and Law (2013). As 
depicted, the model predicts that attitudes toward online luxury shopping will mediate the 
effects of external factors associated with online luxury shopping on the intention to purchase. 
This study will only test the external factors with intention to purchase online luxury 
shopping via consumer attitude in COLS model to answer the research questions.  
2.7 The Relationship between the Purchase Life Cycle Variables 
This part of the study explores the relationship between the purchase life cycle variables in 
COLS. It consists of three stages for the buying behaviour in purchase life cycle processes, 
which are: 
1. The relationship between intention to purchase and actual purchase. 
2. The relationship between the actual purchase and e-satisfaction. 
3. The relationship between the e-satisfaction and e-loyalty. 
 
2.7.1 The Relationship between Intention to Purchase and Actual Purchase  
Numerous research investigates and predicts user behaviour across IS and IT fields, pursuing 
to investigate and develop theory as to how to improve usage and examine what impedes 
usage and intention to use the technology (Venkatesh et al., 2003). Most studies have gone 
only as far as modelling “intention, with few addressing actual adoption” (Cheung et al., 
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2005, p.1124), and still fewer on continuance behaviour or loyalty. Nevertheless, as 
mentioned below, as consumers achieve more satisfactory e-shopping experiences, they are 
more likely to trust and re-patronise, extending our framework to behavioural responses. This 
is in line with the stimulus-organism-response (S-O-R) paradigm (Mehrabian & Russell, 
1974) and adoption/continuance (Cheung et al., 2005). The Theory of Reasoned Action 
(Fishbein & Ajzen, 1975; Ajzen & Fishbein, 1980) assumes that people’s behaviour is ruled 
by their beliefs, attitudes, and intentions towards performing that behaviour. TAM was 
adopted originally from the TRA (Fishbein & Ajzen, 1975) and identified the relationships 
between PEU, PU, attitude, and intention toward a target system (Davis et al., 1989). TAM 
theorises that the actual system use is determined by consumers’ intention to use. It has been 
argued that attitude’s effect on online consumer behavioural intentions lead into actual 
purchases (Dennis et al, 2009). Obviously, online shopping is different from offline shopping 
in terms of intention to purchase and the characteristics behind consumer that will encourage 
him/her to make an actual purchase, especially when it comes to luxury brand items. 
Empirical evidence demonstrates that actual purchase may be exhibited by the influenced 
from intentions (Kim et al., 2007). It is important to understand online consumers intentions 
to purchase that could provide insights into how e-tailers can increase consumer benefits 
(Becerra & Korgaonkar 2011). Previous experiences could be brought up at the time of 
purchase, which could have an effect on the actual buying decision. Purchase intention is a 
forceful predictor of actual buying behaviour and this relationship has been empirically 
studied in hospitality and tourism industry (Bai, Law, & Wen, 2008; Sparks & Browning, 
2011). Therefore, it is important for online luxury fashion brand sites to analyse the key 
antecedents of purchase intentions to know how to favourably influence customers in the pre-
purchase stage.  
2.7.2 The Relationship between Actual Purchase and e-Satisfaction  
According to the Theory of Reasoned Action (TRA), the Theory of Planned Behaviour (TPB) 
and the Technology Acceptance Model (TAM), consumers’ attitudes and intention can 
effectively predict their actual behaviours (Davis, Bagozzi, & Warshaw, 1989; Ajzen, 1991). 
E-satisfaction is the outcome element after purchasing in an online luxury site buying process. 
In terms of actual behaviour purchase on an online luxury shopping site, it is unclear whether 
high satisfaction is actually associated with higher purchasing frequency in the context of 
online luxury shopping. Past studies have provided the empirical evidence to support the 
influence of satisfaction on behavioural intention (e.g. Wu & Wang, 2006; Khalifa & Liu, 
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2007; Kulkarni et al., 2007; Liao, Chen, & Yen, 2007; Kuo, Wu, & Deng, 2009; Teo et al., 
2009; Chiu, & Wang, 2011; Chiu et al., 2012; Fang et al, & Hair, 2012; Zheng, Zhao, & 
Stylianou, 2013), while this study is interested in examining actual purchase with e-
satisfaction and whether consumers’ purchasing behaviour is relative to their levels of 
satisfaction, which should arise when consumers are more satisfied, rather than less satisfied 
(e.g. Mittal & Kamakura, 2001). In Chen and Cheng (2009)’s study, they replicate DeLone 
and Mclean (2003); they test intention to use and actual use as separate constructs to test the 
importance of user intention in determining their online shopping behaviour. The result 
contradicts the findings of prior research that satisfaction does not motivate consumers to 
actually use a shopping website. The implication is that satisfaction alone does not permit 
actual use. Consumers only desire to use online luxury shopping if they are both satisfied 
with their initial experience, and intend to do something with the website (e.g. searching or 
purchasing products). However, this study tests in another direction from the previous studies, 
as actual purchase will have the direct positive impact on e-satisfaction, and this causal 
relationship is validated because the long-term viability of online luxury shopping and its 
eventual success depends on its revenue (consumer consumption) rather than just browsing.  
Better website content and feedback on influencing website usability affects potential 
applicants’ intention indirectly through satisfaction.  
2.7.3 The Relationship between E-Satisfaction and E-Loyalty 
Customer satisfaction is a very important variable in consumer behaviour research, which has 
been investigated for quite some time. Customer satisfaction is a state, which is an outcome 
of comparing the expected and actual experience with buying a product, service or brand. The 
term consumer-perceived quality (CPQ) was first recognised by Grönroos (1984). It refers to 
the extent to which a consumer’s expectations of a service are in comparison to what he/she 
actually receives. However, the retailer-consumer interaction is of a very different kind when 
it comes to e-commerce since there is a lack of face-to-face contact. The expertise of a 
salesperson, where the CPQ is the predominant, are no longer required. Luxury customers 
tend to show their commitment by loyalty to their favourite brand then the regular purchased 
brand (Euromonitor, 2014). In order to know that a customer is attached to a luxury brand 
will therefore stay with the brand to demonstrate his/her loyalty as sense of obligation to 
show his/her feelings with the need to confirm (Shukla et al. 2015). Customer loyalty is 
known to be important for business because it costs five times more to attract a new customer 
than to retain an old one. However, definitions of e-loyalty and operations of e-loyalty are 
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quite varied. The ways in which e-loyalty has been defined include positive word of mouth, 
preference for a website, willingness to pay more to shop at a website, future purchasing at a 
website and intent to continue visiting and buying from a website. 
In order for satisfaction to affect loyalty, frequent and accumulated satisfaction is necessary, 
such that episodes of individual satisfaction are aggregated and mixed. In our study, overall 
e-satisfaction is the result of customer disconfirmation aggregations in the aspects of e-
service quality and e-marketing. We anticipate that overall customer e-satisfaction from 
disconfirmations will lead to customers being encouraged to create new business with the 
airline websites in the future and retain customer loyalty to e-ticketing. Customer satisfaction 
is at the centre of the firm’s relationship programmes in the context of online retailing 
(Winter, 2001). Satisfaction has been defined as the perception of pleasurable fulfilment in 
the customers’ transaction experiences (Oliver, 1997). We conceptualise e-satisfaction as a 
cumulative construct, which is “based on the sum of satisfaction on each purchase and 
consumption experience with a good or service over time” (Anderson et al., 1994, p.54). 
Satisfied customers tend to have higher usage of service (Ram & Jung, 1991), possess 
stronger repurchase intention, and are often more eager to recommend the product or service 
to their acquaintances (Zeithaml et al., 1996) than those who are not satisfied. In addition, 
dissatisfied customers are more likely to search for alternative information and switch to 
another retailer, and are also more resistant to developing a close relationship with the retailer 
(Anderson & Srinivasan, 2003). In addition, the relationship between e-satisfaction and e-
loyalty has been found to be significant in numerous studies (Anderson & Srinivasan, 2003; 
Park & Kim, 2003; Rodgers et al., 2005; Cai & Xu, 2006) in terms of a favourable 
relationship with the retailer (Anderson & Srinivasan, 2003; Chiou, 2004; Elkhani, Soltani, & 
Jamshidi, 2014).  
2.8 Conceptual COLS Model 
Based on the literature review and by taking into account key features of luxury online 
shopping, a conceptual framework has been developed, as shown in Figure 2.1. The Figure 
shows the key components and the relationships between  
core components which have indirect and direct impact on consumer’s perception of online 
luxury shopping model (COLS). 
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Figure 2.1 Conceptual COLS Model 
 This study investigates four main sets of relationships in the conceptual model: 
 First step, the relationships between external factors and attitude.  
 Second step, the relationships between consumer attitudes and purchase life cycle.   
 Third step, the relationships between external factors and purchase intention indirectly 
through the mediation component (attitude).  
 Fourth step, the relationships between variables inside a purchase life cycle. 
These relationships altogether provide an integrative perspective for COLS competence in 
online luxury shopping.  
The arrows show the relationships between each component of the framework. Consumer 
attitude toward online luxury shopping measured the project from seven external factors 
which is the first step in the COLS: e-service quality, e-word of mouth, perceived usefulness, 
perceived ease of use, perceived brand value, social media marketing activities and social 
network site usage. Furthermore, the consequences from consumer attitude with purchase life 
cycle variables: intention, actual purchase, e-satisfaction, and e-loyalty which are the second 
step. These variables are also concerned with intention in the purchase life cycle indirectly 
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through consumer attitude which is the third step. The final step is the relationships inside the 
purchase life cycle (between intention and actual purchase, actual purchase and e-satisfaction, 
and e-satisfaction and e-loyalty). 
The model illustrates the mechanisms whereby these components act to enhance the 
theoretical basis of the extended TAM. Prior theories such as TAM (Davis, 1989) and the 
theory of planned behaviour (TPB) (Ajzen, 1991) extended the TRA’s principles used 
external variables in their models but they did not specified which factors could be. This 
study identified particular tested factors from prior studies and allocated them in the Context 
of external factors to contribute to the technology acceptance theories, as shown in Figure 2.1. 
The external factors are e-service quality, e-word of mouth, perceived usefulness, perceived 
ease of use, social network site usage, social media marketing activities and perceived brand 
value, which affect consumer attitude positively. From the extended TAM, the findings on 
the determinant of external factors are in accordance with importance of the reviewing the 
purchase behaviour in online shopping literature that has clearly revealed the need to 
investigate (Ahn et al. 2004). Reviewing the TAM literature has clearly revealed that external 
variables (factors) contribute to the explanation of the difference in system use, and that 
adding more factors may lead to greater consumer behaviour towards online luxury shopping 
purchases (Legris et al., 2003; Choi & Totten, 2012). Similarly, Davis (1993) states the 
importance of considering the external factors within TAM. Several studies have 
acknowledged that external variables were important to describe TAM (Chen, Gillenson, & 
Sherrell, 2002; Lee & Lin, 2005; Kim, Fiore, & Lee, 2007; Kim & Forsythe, 2008; Castañeda, 
Rodríguez, & Luque, 2009; Taylor & Strutton, 2010; Lim & Ting, 2012; Park & Cho, 2012; 
Guritno & Siringoringo, 2013). Davis (1989)’s model was mostly used for online usage. In 
this respect, it was argued that external factors aim to improve the TAM. Furthermore, it was 
also argued that the parts of these external factors (e.g. PU, PEU) that affect attitude explain 
about 40% of the system’s use, and the extended TAM has not yet been clearly defined 
(Legris et al., 2003). In addition, there was no clear outline to select external variables for 
online shopping (Ahn et al., 2004). By linking the extended TAM with COLS literature, the 
above-mentioned factors can be considered as crucial for the online luxury shopping which 
would contribute to the academic research agenda and to the marketer’s strategy. 
This study suggests that external factors may affect the consumer’s intention indirectly 
through the mediating component (attitude), as shown in Figure 2.1. Hubona and Kennick 
(1996) and Hubona and Geitz (1997) posit that the external factors are not fully mediated by 
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the belief construct. By applying the extended technology acceptance model and integrating it 
with the expectation-confirmation theory (Oliver, 1980) to understand consumer attitude to 
purchase online luxury and to understand their intention to continue using IS, the literature 
presents several models focusing on antecedents of technology adoption and use.  
COLS model examines several relationships regarding the consequences of consumer attitude 
with purchase life cycle, as shown in Figure 2.1. Consumer attitude plays the central factor 
that affects consumer decisions during the purchase life cycle. First, it is an act with intention, 
and thus research shows the needs of these types of relationships (Jarvenpaa & Todd, 1996; 
Szymanski & Hise, 2000; Lee & Lin, 2005; Hassanein & Head, 2007; Wang et al., 2010; 
Tsao & Tseng, 2011; Butt & Aftab, 2013; Mosteller, Donthu, & Eroglu, 2014). Second, 
consumer attitude affect positively on actual purchase in the COLS (Kaefer et al., 2012). 
Third, consumer attitude affects positively on e-satisfaction. Numerous studies have 
recognised this relationship (Oliver, 1980; Shun and Yunjie, 2006; Mazaheri et al., 2011; Jin, 
2012). Fourth, consumer attitude affects positively on e-loyalty. However, there is a need to 
investigate the relationship due to limited research being found, yet being insufficient (Dunn 
et al., 2009). 
The final step in the COLS model is the relationship between different stages inside the 
purchase life cycle, which is a new contribution to the technology acceptance theories. The 
variables in the purchase life cycle are intention, actual purchase, e-satisfaction, and e-loyalty. 
The first relationship is between intention and actual purchase. TAM was adopted originally 
from the TRA (Fishbein & Ajzen, 1975) and identified the relationships between PEU, PU, 
attitude, and intention toward a target system (Davis et al., 1989). TAM theorises that the 
actual system use is determined by consumers’ intention to use. It has been argued that 
attitude’s effect on online consumer behavioural intentions leads into actual purchases 
(Dennis et al., 2009). The second relationship is between actual purchase and e-satisfaction. 
E-satisfaction is the outcome element after purchasing in an online luxury site buying process. 
No study has been found in the literature to test this relationship, particularly in the online 
luxury context. The last step in the purchase life cycle is the relationship between e-
satisfaction and e-loyalty. It has been found the impact of e-satisfaction on e-loyalty to be 
significant in numerous studies (Anderson & Srinivasan, 2003; Park & Kim, 2003; Rodgers 
et al., 2005; Cai & Xu, 2006) in terms of a favourable relationship with the retailer (Anderson 
& Srinivasan, 2003; Chiou, 2004; Elkhani, Soltani, & Jamshidi, 2014), but none mentioned 
online luxury shopping.  
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In addition, the value of COLS is concerned with how the system is designed to capture data 
from a technical and design perspective. Furthermore, it checks how COLS model impacts on 
online luxury shopping and whether the system meets business requirements through relevant 
functions and features, adaptation to user interfaces, whether data within the system is fully 
integrated and consistent, and how easily the system can be modified, corrected or improved. 
How have the external factors influenced consumers toward online luxury shopping? How do 
these factors indirectly influence consumers’ intention through attitude? How do consumers’ 
attitude affect the buying life cycle (intention, actual purchase, e-satisfaction, e-loyalty)? 
How do these relationships affect the buying life cycle? The COLS model should help to 
understand consumer purchase behaviour in online luxury shopping, and to understand the 
relevant factors that impact on consumer attitude resulting in cost savings such as reduced 
staff costs, inventory holding costs, administration expenses etc. Thereby overall output from 
this study must be visible. The result of the study should help to show an increase in 
marketing sales and the creation of a strong platform for the companies’ luxury brand website 
to fulfil luxury consumers’ needs (e.g. service quality, considering consumer feedback on 
social media and network, etc.). Opportunities should arise to expand this result through 
implementation of the system on existing business processes.  
Companies have responded to the call for consumers’ wanting more information in terms of 
products, the transaction process and the review from other clients to be in the platform of the 
buying process to enable consumers to easily find what they need. Consumers’ shopping 
behaviour in online luxury products and the relationship between consumers and suppliers 
have changed. Hence, consumers’ decision to purchase has significantly changed due to 
several factors occurring when they decide to purchase – particularly luxury products. In this 
sense, consumer purchase behaviour model acts as a complement for the technology 
acceptance literature limitations in luxury goods context. According to Broilet and Dubosson 
(2008), online luxury shopping needs to develop efficiently to help establish the different 
luxury service needs, and use the tools for communicating with customers the way they 
suggest in their literature in order to efficiently deliver the e-services and offer the right 
products/services to the customers. The main purpose of this study is to investigate 
consumers purchase behaviour in online luxury shopping (before, during, and after) which act 
as a complement to technology acceptance theories to overcome their limitations.  
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The study will provide several potential contributions to the theoretical and empirical fields, 
and address the limitations in the consumer purchase behaviour in online luxury shopping 
literature. These contributions are summarised as follows:  
1. COLS model adds to the technology acceptance literature in terms of luxury context, 
by using the extended TAM, the study provides a robust theoretical basis to explain 
the role of COLS model on enhancing consumer intention to purchase online luxury 
shopping. It is new context which has not been studied yet, and therefore could give 
a starting point for other researchers to contribute in this field.  
2. Grouping the component factors under four distinctive main sets delivers a more 
comprehensive insight regarding the determinants of consumer purchase behaviour, 
and hence would help to address the fragmented nature of the consumer purchase 
behaviour literature.  
3. Adding the four-step process on COLS-related resources concurrently would allow 
the study to test the relationships between the stages of the process, and identify the 
primacy of one stage over the other as follows: 
a) First stage is the relationships between external factors and attitude, hence addressing 
the limited focus on external factors from previous literature in online luxury shopping 
context.  
b) Second step is the relationship between consumer attitude and purchase life cycle, to 
understand the role of consumer attitude as it is the central basis for consumer decision 
behaviour. 
c) Third step is testing the mediation effects of the consumer attitude in the link between 
the external factors and intention, in order to confirm and approve the predicted indirect 
impact of such behaviour.  
d) Fourth and final step is the relationships within the purchase life cycle variables, 
therefore COLS model help to figure out which are more important to online luxury 
consumers.  
By comparing individual differences, namely, country comparison (UK and USA), gender 
(male and female), and internet level of experience (intermediate and advance), it help to 
enrich the study area for luxury and obtain in-depth knowledge and understanding from those 
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perspectives. The study provides evidence on the applicability of such a COLS model in 
luxury online context and addresses the call for more research in developing marketing. 
2.9 Hypotheses Statements  
Based on the literature presented above and the characteristics of luxury online shopping, the 
proposed research model of this study incorporates all of the constructs and relationships of 
the consumer online luxury shopping model (COLS) and technology acceptance model 
(TAM), also identifies the following additional constructs as key antecedents of continuance 
to online luxury shopping. In total, twenty-one hypotheses have been proposed below in 
Table 2.1, which are displayed in Figure 2.1. From left to right on the Figure, the COLS 
model suggests that there are multiple external factors that can impact consumer attitude 
towards the purchase of online luxury shopping.  
Table 2.1 Research Hypotheses 
H Research Hypotheses 
1 Perceived usefulness has a positive impact on consumer attitude toward online luxury shopping. 
2 Perceived ease of use has a positive impact on consumer attitude toward online luxury shopping. 
3 Electronic service quality has a positive impact on consumer attitude toward online luxury shopping. 
4 Electronic word of mouth has a positive impact on consumer attitude toward online luxury shopping. 
5 Social network sites usage has a positive influence on consumer attitude toward online luxury shopping. 
6 Social media marketing activities have a positive impact on consumer attitude towards online luxury 
shopping. 
7 Perceived brand value has a positive impact on consumer attitude towards online luxury shopping. 
8 The indirect influence from ease of use to intention through consumer attitude. 
9 The indirect influence from perceived usefulness to intention through consumer attitude. 
10 The indirect influence from perceived brand value to intention through consumer attitude. 
11 The indirect influence from e-service quality to intention through consumer attitude. 
12 The indirect influence of e-word of mouth to intention through consumer attitude. 
13 The indirect influence of social network site usage to intention through consumer attitude. 
14 The indirect influence from social media marketing activities to intention through consumer attitude. 
15 Consumer’s attitude has a positive impact on intention to purchase online luxury shopping. 
16 Consumer’s attitude has a positive impact on actual purchase of online luxury shopping. 
17 Consumer’s attitude has a positive impact on electronic satisfaction of online luxury shopping. 
18 Consumer’s attitude has a positive impact on electronic loyalty toward online luxury shopping. 
19 Consumer’s intention has a positive impact on actual purchase of online luxury shopping. 
20 Consumer’s actual purchase has a positive impact on electronic satisfaction of online luxury shopping. 
21 Consumer’s electronic satisfaction has a positive impact on electronic loyalty toward online luxury 
shopping. 
2.10 Summary 
Despite the fact that luxury fashion brands have been the focus of several studies (Shukla et 
al. 2015; Kastanakis & Balabanis 2014; Stokburger-Sauer & Teichmann 2013; Yoo & Lee 
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2012), online luxury shopping is still a relatively new context and needs to be addressed 
further in terms of academic research, as suggested by a recent study about commitment 
towards a luxury brand in online versus in-store purchases (Shukla et al. 2015). In addition, 
the review of literature revealed that most of these works have neglected the role of external 
factors, especially the e-service quality impact on consumer attitude toward online luxury 
shopping (Carlson & O’Cass, 2010). This is surprising, given the fact that one of the main 
goals of the external factors is to positively affect consumer attitude to purchase luxury goods 
online (Antonakis et al. 2010). Besides, Ahn, Ryu, and Han (2004) also make a call for more 
research to the choice of external variables for online shopping. However, it is still not clear 
whether external factors can increase consumer attitude towards purchasing online and 
whether they influence consumers’ intention to purchase. It needs to be recognised that the 
external factors have been overlooked in the literature. Indeed, it appears that the few studies 
looking at such roles have stressed the consumer’s attitude toward online luxury shopping. 
Consequently, in the COLS model external factors for online luxury shopping in the literature 
is believed to have led to the purchase intention through consumer attitude making an actual 
purchase online for luxury shopping, which is considered to be a shift.  
Although online shopping has increased, none of the existing studies investigated the luxury 
context in online shopping and none explored the consumer buying behaviour throughout the 
process including before, in the middle, and at the end of the purchase. This is very much in 
line with recent research suggesting that people often have favourite, yet differing, channels 
they use interchangeably depending on the activity (Verhoef, Kannan & Inman, 2015). 
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Chapter 3 Research Methodology and Data Collection 
 
This chapter discusses the formulation of a suitable methodology to answer the research 
questions and achieve the research objectives. It presents the research philosophy, approach, 
design, strategy, and methods chosen for this study along with the justifications behind 
selecting them. Furthermore, it states what quantitative data collection methods are used in 
this study and why they were used over other methods. Using the questionnaire constructed 
from the conceptual framework developed in Chapter 2, this chapter presents the 
questionnaire survey design in detail. Research ethics and validity are also discussed. 
3.1 Research Philosophy 
Research philosophy is described as a method of knowledge development and its nature in a 
specific domain (Saunders et al., 2009). It discusses the ways in which researchers view the 
nature of the world and the researcher’s belief on what acceptable knowledge is. The 
assumptions made by researchers are vital to their perception of viewing the world. These 
assumptions help to direct the selection of an appropriate research strategy and design of the 
research (Maxcy, 2003). It is not essential to check how far the research is philosophically 
informed, however it is important to reflect upon philosophical choices and defend them with 
respect to the alternatives that could have been adopted (Saunders et al., 2009). 
Four philosophical paradigms were cited by Guba and Lincoln (1994) as the major paradigms 
framing the social sciences. These are positivism, post-positivism, critical theory, and 
constructivism. Broadly, positivism and post-positivism are considered the traditional 
paradigms of research. Often known as the scientific methods, these approaches tend to be 
more quantitative than qualitative (Creswell, 2009). As for the critical theory and 
constructivism paradigms, the latter are considered more qualitative than quantitative; their 
approach is based on the participants’ views and interpretations of the investigated situation 
(Creswell, 2009). In such a view, the focus is more on the relationships between patterns 
rather than between outcomes and causes (Howell, 2013). The present research adopts a post-
positivist approach. This research paradigm holds a critical realism view and a modified 
dualist approach where the independence concept is dropped yet the objectivity remains 
(Guba & Lincoln, 1994). Howell (2013) argues that post-positivism challenges positivism in 
its claim of positive knowledge. The post-positivist paradigm assumes that outcomes are the 
consequence of antecedents. Such relationships are generally expressed through hypotheses 
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and research questions (Creswell, 2009). Eriksson and Kovalainen (2008) state that post-
positivism considers that the researcher and the researched cannot be separated. Howell 
(2013) indicates that the positivist approach explains, predicts and generalises relationships 
between causes and effects. Johnson and Duberley (2000) report that neo-positivism (post-
positivism) argues that to understand human behaviour and attitudes in a business context, the 
researcher must consider the people’s interpretations and perceptions of reality. 
This research’s ontological position is critical realism, which posits that the reality can only 
be understood imperfectly and probabilistically as the human factor impedes its full 
understanding (Guba & Lincoln, 1994; Howell, 2013). The study considers the impact of 
external factors on an online luxury consumer’s attitude and the process after the impact 
when the consumer attitude impact on purchase life cycle and the relationships inside the 
purchase life cycle. This reality is seen to be external to the researcher and thus can be 
observable and objectively measured through the consumers of online luxury shopping. 
However, it is also believed that this reality cannot be totally understood in a positive way as 
the study recognises the effect of the consumer’s attitudes toward online luxury shopping. 
Such an effect comes from the use of Likert scales which are based on a consumer’s attitude, 
hence justifying the critical realism ontology. As for the epistemological position, the belief 
is that the researcher and what is researched are not totally separate, as the former has already 
developed a pre-existing knowledge from the review of literature; however, the objectivity of 
the investigation can still be pursued with the quantitative measurement of the study's 
variables. The findings of this research are replicable, but can still be fallible as a result of a 
different context. 
Positivism, realism, interpretivism, and pragmatism are four types of research philosophies 
according to Saunders et al. (2009). Those research philosophies can be seen through the eyes 
of ontology, epistemology, axiology and data collection techniques (see Table 3.1). Mingers 
(2004) argues that the way in which researchers view the nature of reality and the role of 
values in research could differ based on the philosophies that they follow in a particular field 
of research to develop new knowledge. 
This section focuses on the philosophy of positivism, since other research philosophies are 
out of the scope of this study. The positivism research philosophy is considered as the main 
philosophical view of business research studies. In fact, although business researchers do not 
consider their research as positivist, “a quick scan of the majority of management journals, 
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particularly those from the US, provides clear examples of positivist assumptions” (Johnson 
& Duberley, 2000, p.83). Hence, based on the above-mentioned grounds, the positivist 
approach looks to be the most suitable for the present research. In this regard, the next section 
explores the paradigm of inquiry employed by the study within the positivist philosophy. 
A paradigm is defined as the belief or world-view guiding the researcher in his/her choice of 
relevant ontological and epistemological views as well as the methods to adopt (Guba & 
Lincoln, 1994). Table 3.1 provides a brief comparison of research philosophies, with respect 
to ontology, epistemology, axiology and data collection techniques. 
 Table 3.1 Types of Research Philosophies 
 Positivism Realism Interpretivism Pragmatism 
Ontology: the 
researcher’s 
view of the 
nature of 
reality 
or being 
External, objective 
and 
independent of social 
actors 
Objective. Exists 
independently of 
human thoughts and 
beliefs or 
knowledge of their 
existence 
(realist), but is interpreted 
through 
social conditioning 
(critical realist) 
Socially 
constructed, 
subjective, may 
change, 
multiple 
External, multiple, 
view 
chosen to best 
enable 
answering of 
research 
question 
Epistemology: 
the 
researcher’s 
view regarding 
what 
constitutes 
acceptable 
knowledge 
 
 
 
 
 
 
 
 
 
Only observable 
phenomena can 
provide credible 
data, facts. Focus 
on causality and law 
like 
generalisations, 
reducing 
phenomena to 
simplest elements 
Observable phenomena 
provide credible data, 
facts. 
Insufficient data means 
inaccuracies in sensations 
(direct realism). 
Alternatively, phenomena 
create sensations which 
are open to 
misinterpretation (critical 
realism). 
Focus on explaining 
within a context 
or contexts 
Subjective 
meanings and 
social phenomena. 
Focus 
upon the details of 
situation, a reality 
behind 
these details, 
subjective 
meanings 
motivating 
actions 
Either or both 
observable 
phenomena and 
subjective 
meanings can 
provide 
acceptable 
knowledge 
dependent upon 
the research 
question. Focus 
on practical 
applied 
research, 
integrating 
different 
perspectives to 
help interpret the 
data 
Axiology: the 
researcher’s 
view of the 
role 
of values in 
research 
Research is 
undertaken in a 
value-free way, the 
researcher is 
independent of the 
data and 
maintains an 
objective stance 
Research is value laden; 
the 
researcher is biased by 
world views, 
cultural experiences and 
upbringing. 
These will impact on the 
research 
Research is value 
bound, 
the researcher is 
part of 
what is being 
researched, 
cannot be 
separated and 
so will be 
subjective 
Values play a large 
role in 
interpreting 
results, the 
researcher 
adopting both 
objective and 
subjective 
points of view 
Data 
collection 
techniques 
Highly structured, 
large samples, 
measurement, 
Methods chosen must fit 
the subject 
matter, quantitative or 
Small samples, in-
depth 
investigations, 
Mixed or multiple 
method 
designs, 
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most often 
used 
quantitative, but 
can use qualitative 
qualitative qualitative quantitative and 
qualitative 
    (Source: Saunders et al. 2009) 
 
Positivism states that the research question is the vital aspect of determining the research 
philosophy because positivist philosophy posits that knowledge can only be achieved and 
justified through experience, observation and experiment (Gray, 2009). It has the ability to 
practically integrate various perspectives to support data collection and interpretation. Hence, 
by applying such a philosophy on the social sciences, it is claimed that the causal theory of 
human behaviour can result in developing models, regularities and laws that can predict 
human behaviour (Rosenberg, 2005). A quantitative approach is largely based on deduction, 
while a qualitative approach is based on induction. 
3.2 Research Approach 
There are two research approaches: deductive and inductive. The former essentially consists 
of testing a theory through developing and testing hypothesis (Bryman, 2003). Firstly, the 
deductive approach involves the use of hypotheses to explain the causal relationships among 
variables, mostly using quantitative methods (Saunders et al., 2012). It is based on the 
premise that theory is the first source of knowledge, considered as a linear model process, 
deduction proceed from theory to empirical investigation (Eriksson and Kovalainen, 2008). 
 
Secondly, the inductive approach is applicable when building a theory. The researcher begins 
by collecting data with the purpose of understanding the nature of the investigated 
phenomenon (Saunders et al., 2012). In this view, business researchers argue that theory 
results from empirical research and not vice versa. In other words, the researchers start from 
empirical evidence to develop theoretical findings (Eriksson & Kovalainen, 2008). Overall, it 
is argued that the inductive approach investigates why a phenomenon is happening, whereas 
the deductive approach tends to explain what is happening (Saunders et al., 2012). In social 
sciences, it is agreed that the deductive approach is by far the most popular way to develop 
the theoretical knowledge base (Eriksson & Kovalainen, 2008).  
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This study adopts deductive approach. There are three reasons for this: 
(1) This study aims to investigate the consumer’s behaviour before, during and after 
buying online luxury shopping. It is important to understand how this mechanism is 
doing in terms of external factors that affect consumer attitude, the purchase life 
cycle, and the mediating variable which is the consumer attitude in between them. 
Moreover, it plans to deduce findings from the main sample and then compare the 
analysis from the main sample into groups of countries: UK and USA; gender: male 
and female; internet experience level: intermediate and advanced. In this respect, it 
was recognised that a positivist philosophical position would enable the researcher 
to answer the research questions. Therefore, the applicability of the conceptual 
framework components (see Figure 2.3) to the online luxury shopping context need 
to be evaluated while providing provision to introduce new components to the 
framework through emerging patterns from quantitative data. For example, the 
combination of external factor components and the purchase life cycle and the 
arrows inside the COLS model have not been used for the online luxury shopping 
context in the past, and the applicability of online shopping has not been tested 
empirically for online luxury shopping in literature. 
(2) The study collects quantitative data from a wider audience of online luxury 
consumers in          order to understand their views from the grey screen, as our 
audience are familiar with buying  online luxury shopping (Parguel et al. 2015), and 
our segment they did purchase at least 6 month ago. Quantitative research is about 
validating theories by investigating relationships between variables and various 
instruments can be used to measure these variables (Creswell, 2009). Typically, 
data collected can be analysed using statistical techniques. This type of research 
generally relates to deductive reasoning.  
 
(3) The rationale behind this approach is to bring to the consumers online luxury 
shopping (COLS) literature some theoretical foundations, in this respect it was 
argued that the online shopping literature was lacking  a strong theoretical basis 
(Ahn et al. 2004). Similarly, in their review of marketing studies, Choi & Totten 
(2012) found that almost 40% of the reviewed studies did not have a clear 
theoretical foundation or framework. The authors added that among the studies 
using theories rarely derived a clear implication for the theory used. 
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3.3 Research Design 
As the earlier section explained, answering the research questions will be influenced by the 
research philosophy and approach. The research questions will determine the choice of 
research strategy, choices of data collection techniques and analysis procedures, and the time 
horizon over which the research study is undertaken (Saunders et al., 2009). Research design 
is a plan to examine and find answers to the research questions (Rousseau & Fried, 2001; 
Jones et al., 2006). The purpose of research design is to provide a plan that permits accurate 
assessment of the subject being investigated and determine the scope of the study. 
The research design of this study is presented in Figure 3.1 as a process which consists of 
three stages; the end of each stage is the start of the next stage. The red box denotes research 
activities in the conceptual stage (Stage 1), the green box denotes research activities related to 
the quantitative phase (Stage 2) and the purple box denotes activities in the conclusion stage 
(Stage 3). In Stage 1, a general literature review was carried out to frame specific research 
questions and research objectives. In addition, it also helps to obtain a general understanding 
of the subject being investigated at large. A focused literature review was then carried out to 
formulate the conceptual framework on consumer purchase behaviour in online luxury 
shopping and to define the scope of this research. 
Figure 3.1 Three Stages of Research Design 
Stage 1: 
Conceptual 
Stage 
•General literature review 
•Formulation of research questions and objectives 
•Focused literature review 
•Conceptual framework development 
Stage 2: 
Quantitative 
Empirical 
•Design of quantitative phase 
•Questionnaire design 
•Pre-test and pilot study 
•Questionnaire distribution and data collection 
•Descriptive analysis 
•SEM using PLS 5.0 
•Reveal findings of quantitative  
Stage 3: 
Conclusion 
Stage 
•Further discussions 
•Conclude with implications 
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Stage 2 is the quantitative empirical phase. Questionnaire survey was used and a pilot test 
was performed to test the SEM based online questionnaire. The analysis has two parts; the 
first analysis is for the main sample of online luxury shoppers and the second is the 
comparison of multi-group analysis from the main sample, such as country between the UK 
and USA, gender between male and female, and internet experience level between 
intermediate and advanced, to investigate whether there are any significant differences 
between the three group comparisons (Mosteller et al. 2014) . The final stage (Stage 3) 
discusses the findings by comparing and contrasting with the existing research efforts in the 
context of consumer buying behaviour in online luxury shopping. It provides theoretical 
contributions and marketing implications along with further research areas. 
The present study adopts a quantitative method research design; its use is based on the 
positivist paradigm. Kiss et al. (2012) explain that quantitative studies are generally used to 
examine the impact of internationalisation antecedents on internationalisation behaviours and 
to compare them between countries. Using a quantitative research design is the most suitable 
approach that would provide generalisable findings across the two countries (Eriksson & 
Kovalainen, 2008). The study foundations are mainly primary data to address the objectives. 
3.4 Research Strategy 
In this study, a questionnaire survey approach has been chosen from several methods. It helps 
to explore different perspectives on the subject being investigated by using an online survey. 
Data has been collected by internet questionnaires using Qualtrics software. Therefore, data 
were analysed through the Partial Least Squares Structural Equation Modelling (PLS-SEM) 
technique to accept or reject the relationships hypothesised in the study. Hult et al. (2009) and 
Hair et al. (2011) state that using PLS-SEM is noticeable in business and marketing research, 
especially in studies investigating cause/effects with collaboration between constructs and 
variables. The authors report that in the top 20 marketing journals, more than 100 published 
studies were conducted using the PLS-SEM. Hair et al. (2011) explain that the PLS-SEM 
offers the researcher considerable flexibility in terms of model specifications and is adequate 
for both theory building and testing. In terms of mediating variables, SEM is absolutely 
applicable to use in models (Hohenthal, 2006). According to Collis and Hussey (2009), 
several methods exist for collecting survey data in a positivist study; these are postal 
questionnaires, internet questionnaires, telephone interviews and face-to-face interviews. In 
this study, the survey data were collected through internet questionnaires. These 
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questionnaires were analysed through the Partial Least Squares Structural Equation 
Modelling (PLS-SEM) technique to support or reject the relationships hypothesised in the 
study. 
 
The questionnaire survey explores the effects of external factors on consumer attitude toward 
online luxury shopping. This allowed the researcher to first distinguish the critical targeted 
external factor that impact on luxury consumers and hence answer the first research question 
of the study. Afterwards, the questionnaire survey explores the effect of consumer attitude on 
the purchase life cycle, and that would be answered in the second question. Further, it 
revealed the mediating effect of the external factors on the intention through consumer 
attitude identified by the third question. This answered the last three research questions of the 
study. It is believed that the use of questionnaires for the aforementioned purposes is 
particularly relevant. The data obtained using this instrument is useful to explain the 
relationships between those investigated. According to Bryman (2012), structured and self-
administered questionnaires allow the researcher to obtain comparable and standardised 
responses, so that the differences in these responses can be attributed to meaningful variations 
rather than to differences in the way of asking the questions (which is also applicable to the 
positivist approach). In addition, the majority of previous empirical studies on online 
shopping were conducted through e-mailed questionnaires, hence in luxury context (Parguel 
et al. 2015) confirming the suitability of such a method to the online luxury shopping 
literature. 
3.5 Geographical Coverage 
Online luxury shopping means purchases which customers make through numerous 
electronic systems (Lohse & Spiller, 1998). By 2010, analysts expected apparel to be the 
second largest product category for online sales, with $28.4 billion projected (Forrester 
Research, 2004, cited in Internet Retailer, 2004). Today, “the €46.9 billion luxury goods 
market in Europe captures over 30% of luxury goods sales worldwide, with a significant 
share of sales coming from Italy, France, and the UK. Luxury goods growth varies 
considerably across the EU-7 countries, driven by the growth in household incomes” 
(Forrester, 2015). Luxury fashion for apparel is dominated by the traditional fashion capitals, 
with the UK and US having the top 20 cities for fashion based on forecasts by 2025 
(McKinsey, 2014). A comparison of US reported online shopping compared to that in several 
other countries found that China, with a compounded growth rate of 120%, far outdistanced 
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the growth rate of 17% in the US, 18% in the UK and 14% in Canada. Building the point 
from above of choosing those two countries (UK and US), their similarity in several aspects 
has been shown and represents the major population for all online luxury consumers. This 
study employed apparel as a specific product category for online luxury shopping to enhance 
what researchers missed in their studies (Ha & Stoel 2009). The pie chart (Fig. 3.2) shows the 
distribution of the studies reaching consumer online luxury shopping in the UK and US. 
 
 
                                           
Figure 3.2 Geographical Distribution 
3.6 Research Methods 
This section explains the systematic quantitative data collection and analysis methods 
adopted in this study, and why they have been selected over the other methods available. It is 
highly important to be careful to select an appropriate research instrument when conducting 
scientific research (Morse, 2003; Tashakkori & Teddlie, 2008). The nature of the research 
questions and objectives demands specific research methods to be quantitative for this study. 
Figure 3.3 demonstrates the research instruments used in the quantitative phase. 
UK 165 
53% 
US 148 
47% 
Sample size 
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Figure 3.3 Research Methods Adopted 
 
Online questionnaires were used to collect empirical data for this study mainly because the 
subject area about online luxury shopping was hard to understand; to know the consumers on 
the virtual side, it is the easiest and most effective mode to contact extremely busy online 
luxury consumers from different professional roles (Saunders et al., 2009). The web address 
of the online questionnaire was emailed to online luxury consumers, allowing them to 
complete the survey at their convenience. The questionnaire consists of a section to collect 
descriptive data at the beginning. 
 
Questionnaire survey method provides a quantitative or numeric research description of 
trends, attitudes, or opinions of a population by studying a sample of that population 
(Creswell & Clark, 2007). As Tashakkori and Teddlie (2002) stress, using a questionnaire 
will bring numerous advantages; it is suitable for measuring attitudes and selecting other 
content from research participants, there is perceived anonymity by respondents, it is 
inexpensive, it has a moderately high measurement validity and reliability for a well-
constructed and validated questionnaire, and data analysis is straightforward. A questionnaire 
can be collected by asking participants to respond to exactly the same questions, and it can be 
coded and analysed by computer software tools (Saunders et al. 2009).  
Structural equation modelling (SEM) is a collection of different statistical models that 
pursues to explain and examine inside the relationships among multiple dependent and 
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independent variables at the same time (Byrne, 2010; Hair et al., 2006). SEM was chosen for 
data analysis because it can test the theoretical model and hypotheses to understand the 
statistical associations among the variables .causal relationships between different constructs 
with multiple measurement items, it has strong statistical procedures that can deal with 
complex models, it provides the link between scores on a measuring instrument and the 
underlying constructs they are designed to measure, through a Confirmatory Factor Analysis 
(CFA) model which tests the relationships between constructs by using a structural model 
(Byrne, 2010; Hair et al., 2006; Tabachnick et al., 2001). (Yueh et al. 2015) used SEM to test 
UTAU theoretical model for adopting mobile technology to improve work performance. 
Although, recent study by (Gunawan & Huarng 2015) used the SEM to examine source 
credibility and social influence if they are critical in creating attitudes toward information 
usefulness and subjective norms that lead to consumers’ purchase intention. On the basis of 
the COLS theoretical model, a quantitative questionnaire was developed and validates by 
CFA to assess the instruments and measures. The structural model represents a set of 
dependence relationships between the constructs of the hypothesised model, to determine 
whether or not the relationships between constructs exist (Byrne, 2010; Hair et al., 2010). 
This study employs PLS 5.0 software to analyse the measurement model (COLS) (Kock, 
2011; 2012). However, it is essential first to assess the important aspects in fitting 
hypothesised models by testing the model fitting process, the statistical significance of 
constructs, the estimation process and the goodness-of-fit statistics. In this research, CFA 
first-order examination was conducted, followed by CFA second-order assessment, and then 
SEM. The PLS-SEM technique has become increasingly popular in the international 
marketing discipline (Henseler et al., 2009). It is mainly used for studies that test cause and 
effect and is suitable for building theory and testing it (Hult et al., 2009; Hair et al., 2011). 
WarpPLS software differs from other PLS software in its ability to recognise nonlinear 
associations among the latent constructs of the model. The measurement model is an 
antecedent to structural equation modelling, though it is employed to evaluate individual, 
construct reliability, convergent and discriminant validity to discover the extent to which the 
measures have adequate internal consistency. According to MacKenzie et al. (2011), the 
measurement model allows the researcher to evaluate how the newly developed latent 
variables fit and if they have any sufficient relationship to their indicators. In other words, the 
measurement model helps to evaluate aspects of the latent variables’ validity and reliability 
concerns (Krumlinde‐Sundholm et al., 2007). 
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PLS is currently being used in Strategic Management, Information Systems, e-Business, 
Organisational Behaviour, Marketing, Consumer Behaviour and International Marketing. It is 
reported that more than 30 articles using PLS in international marketing were published in 
peer reviewed journals as of 2008 (Henseler et al., 2009). Using PLS in research is suitable 
and carries several advantages when sample sizes are quite small, when data are not normally 
distributed, and when the research focuses on dependent variable’s predictors (Birkinshaw et 
al., 1995). Firstly, in terms of sample size, several scholars agree that unlike covariance based 
techniques, PLS has the ability to provide strong results and achieve higher statistical power 
when assessing research models with relatively small samples (Lee, 2001; Julien & 
Ramangalahy, 2003; Nijssen & Douglas, 2008; Henseler et al., 2009; Hair et al., 2014). 
Secondly, in terms of non-normality requirement, it is well acknowledged that the PLS does 
not require normally distributed data (Julien & Ramangalahy, 2003; Reinartz et al., 2009; 
Hair et al., 2012; Schmiedel et al., 2014). In fact, PLS can still provide correct estimations 
when distributions are highly skewed (Hair et al., 2012). Thirdly, for the research focus 
criteria, Hair et al. (2014) explain that using PLS is particularly useful when the objective of 
the research is to explain a target construct. In addition, it is also widely agreed that PLS has 
the ability to estimate models with both reflective and formative indicators simultaneously 
(Lee et al., 2006; Henseler et al., 2009; Peng & Lai, 2012) and that model complexity (high 
number of constructs and indicators) does not affect the strength of results (Henseler et al., 
2009; Peng & Lai, 2012; Hair et al., 2014). 
The present study tries to explain the mechanism of the consumer’s behaviour before, during 
and after buying online luxury shopping. It is important to understand how this instrument is 
doing in terms of external factors that affect consumer attitude, the purchase life cycle, and 
the mediating variable which is the consumer attitude in between them. Moreover, given the 
nature of the targeted population (consumers who purchase luxury brand online), the sample 
included in this investigation was relatively small and the data abnormally distributed. 
Equally, given the nature of the issue (online luxury shopping), the study involves a large 
number of constructs including both reflective and formative variables. Based on the 
discussion above, it is sensible to assume that the use of PLS-SEM to estimate the proposed 
conceptual framework (COLS) is the most suitable statistical technique to use. 
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3.7 Questionnaire Survey Design 
The survey approach was used to collect quantitative data in order to highlight the important 
factors from the external factors and the purchase life cycle, and the mediating factor for a 
consumer online luxury shopping (COLS) model. This section discusses questionnaire design 
in detail. In terms of the design, researchers should be clear about the data they wish to 
collect, and then it is easier to obtain accurate data regarding the topic (Dawson, 2002). 
However, the questionnaire must be designed with clear and simple words, with a logical 
structure and good formatting in order to collect a high response rate from the target audience 
(Morse, 2003; Creswell, 2009). McDaniel and Gates (2006) explain that designing a 
questionnaire involves a logical series of steps which may vary slightly from research study 
to research study depending on the nature of the research, but still tends to follow the same 
general sequence. 
 
3.7.1 Data Collection Protocol 
There are several different types of data collection methods, and to understand their 
characteristics well, the researcher must overcome problems such as non-response and 
common method biases (McDonald & Adam, 2003). The steps outlined below consider the 
methods of data collection suitable to the existing study, and describe the procedures 
followed by the researcher for the questionnaire survey. A pilot study is an important step 
before the data collection takes place, and this is detailed in Section 4.10. 
 
The present survey employed self-completion techniques including mailed and online 
questionnaires. This combination has been used in previous studies, such as (Choi & Totten 
2012) and (Mosteller et al. 2014). The following discusses the online surveys adopted by the 
researcher. The use of an online questionnaire was considered to be particularly appropriate 
for distribution in the US; accordingly, it is important to confess that the researcher is based 
in the UK, and therefore posting a large number of questionnaires to the US can be costly and 
time consuming. Nevertheless, to avoid any bias that would arise from the chosen methods of 
data collection, the researcher also used online questionnaires when collecting data from the 
UK. 
 
It is claimed that online surveys have a monetary advantage and a greater response speed 
compared with mailed ones (Choi & Totten, 2012). McDonald and Adam (2003) explain that 
the cost of sending the questionnaire via post and returning data can be avoided with online 
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surveys. Sills and Song (2002) state that particularly for populations that have easy access to 
the internet, the cost, the ease and speed of delivering and collecting responses, and the 
simplicity of data cleaning and analysis give the internet a significant advantage as a method 
for delivering surveys. Moreover, it is easy to follow up respondents by sending emails via 
online surveys (Rea & Parker, 2012).  
The online survey can be distributed to the respondents via email (attached or included in the 
body) or via a hyperlink to a web based survey (Hewson et al., 2003). Pitkow and Recker 
(1995) stress that web-based surveys have several advantages - obtaining structured 
responses, benefitting from an electronic data transfer and collation, an easy point-and-click 
response system, the possibility of including visual design presentations for the questions, 
and time flexibility for respondents. However, it can bring some issues relating to 
confidentiality. Hence, Van Selm and Jankowsky (2006) propose that confidentiality can be 
assured to the respondents by informing them that their email addresses would not be 
associated with their survey responses, and the survey data would only be treated at the 
aggregate level. 
In this research, emails were sent including a hyperlink for the questionnaire. The content of 
the email acted as a covering letter, and the researcher ensured that the letter clearly 
explained the research purpose, the motivation and implications of the study (Bryman, 2003) 
(see Appendix A). 
Also, it guaranteed the respondents privacy and anonymity (Saunders et al., 2012). After 
three weeks, reminder emails were sent to those who did not respond. After five weeks, 
another reminder email was sent to the non-respondents with a new covering letter, stressing 
the importance of the research (Rea & Parker, 2012). 
3.7.2 Structure of the Survey Questionnaire 
There are three types of questionnaire that can be used: structured, semi-structured, and 
unstructured. A structured questionnaire consists of questions with predefined answers. This 
type is suitable for quantitative studies. Semi-structured questionnaires comprise a mixture of 
closed-ended, open-ended and sometimes partially closed-ended questions. These 
questionnaires are suitable for investigative studies. The unstructured questionnaire is made 
up of questions that allow free responses and is often referred to as a ‘topic guide’. This type 
of questionnaire is most suitable for qualitative studies (Hague, 2002). The semi-structured 
questionnaire is used in this study; a mixture of closed-ended and open-ended questions are 
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used to allow the respondents to choose the most relevant answers and also add extra 
information if they wish, representing their opinions. 
 
In accordance with the positivistic approach of the study, most of the questions were close-
ended with a proposed set of possible answers to let the respondents express their opinions 
(Collis & Hussey, 2009). The responses were measured on a Likert scale, which is considered 
to be the most appropriate measuring tool used by researchers (McNabb, 2013; Monette, 
2013). A Likert scale of 5 was chosen for this study, as the use of more than 5 provides 
minimal advantage in terms of reliability (Madu, 2003). Using a Likert scale allows the 
researcher to use powerful tools such as SEM (Collis & Hussey 2009; Monette, 2013). For 
that reason, using a 5-point Likert scale makes the questionnaire simple and easy in terms of 
consistency. The wording of each question requires careful consideration to make sure that 
the responses are valid, and that they measure what they are intended to measure (Saunders et 
al., 2009). The instructions about how to correctly fill out the questionnaire were placed in 
their respective sections and they were arranged logically to align with the flow of the 
questionnaire. The questionnaire was divided into four sections, and was presented in a 
logical manner for ease of use. The warm-up questions were organised and positioned at the 
start in Part One to catch the interest of the participant. Then came the questions relating to 
the conceptual framework (COLS) (see Figure 2.1 in Section 2). 
 
Part One of the questionnaire was devoted to online luxury shopping consumers. It contained 
questions about the demographic information. Part Two was devoted to consumer’s online 
luxury shopping experience. Part Three was divided into seven subsections (PBV, PU, PEU, 
eWOM, ESQ, SMMA, and SNSU). These subsections included questions on the possible 
factors affecting consumers’ online luxury shopping. These questions allowed the researcher 
to measure the independent variables of the second mode developed in Sections 4 and 5. All 
the questions in this section were close ended with five-point Likert scales. 
Part Four was divided into five subsections, namely Att, Int, AP, eS, and eL. These 
subsections included questions regarding consumers who purchase online luxury shopping, 
and these questions allowed the researcher to measure the mediating and dependent variables 
of the second model developed in Sections 5.1 and 6.1. All the questions in this section were 
close ended with five-point Likert scales. 
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With respect to the length of the questionnaire, it included a number of open questions for 
each variable. The final version of the questionnaire and the cover letter are available in the 
Appendices. 
Table 3.2 Questionnaire Structure 
Sections Sub-sections Category of 
respondents 
Variable(s) to be 
measured 
Type of questions 
Part 1: 
Demographic 
_ 
Online luxury 
consumers 
_ 
Close-ended with 
multiple options 
Part 2: Online 
Shopping 
_ 
Online luxury 
consumers 
_ 
Close-ended with 
multiple options 
Part 3: Possible 
factors affecting 
consumers online 
luxury shopping 
(PBV, PU, PEU, 
eWOM, ESQ, 
SMMA, SNSU) 
Online luxury 
consumers 
Independent 
variable (PBV, PU, 
PEU, eWOM, 
ESQ, SMMA, 
SNSU) 
Close-ended with 
5-point Likert and 
one open question 
Part 4: The 
mediating and 
dependent 
variables 
(Att, Int, AP, eS, eL) 
Online luxury 
consumers 
Mediating and 
dependent 
variables(Att, Int, 
AP, eS, eL) 
Close-ended with 
5-point Likert and 
one open question 
 
3.7.3 Measurement Variables 
This section considers the instruments chosen to measure the variables investigated in the 
present research. The measurements have been identified from highly ranked journals, and 
have been tested in generic consumer shopping context. The aim of this research is to 
investigate the consumer’s behaviour before, during, and after buying online luxury goods. It 
is important to understand how external factors affect consumer attitude, the purchase life 
cycle, and the mediating variable which is the consumer attitude in between them. This 
implies that the use of external factors would cause changes in the consumer attitude in order 
to purchase online luxury goods. Hence, the independent variables for this research are the 
external factors, as they are the variables causing the changes, and the dependent variables 
are the purchase life cycle, and the mediating variable is consumer attitude. These are the 
external factors affecting intention through the mediating variable by external factors. With 
respect to consumer attitude, the latter are the variables through which the effect is explained 
and thus these are the mediating variables (Saunders et al., 2012). The questionnaire asked 
online luxury consumers a series of questions, requiring a response using a five-point Likert 
scale ranging from 1 (strongly agree) to 5 (strongly disagree), 1 (never) to 5 (always), 1 
(much worse than traditional stores) to 5 (much better than traditional stores), 1 (poor) to 5 
(excellent), 1 (very dissatisﬁed) to 5 (very satisﬁed) and 1 (very displeased) to 5 (very 
pleased). The items presented in Figure 4.2 recall the theoretical model proposed in this study.  
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3.7.3.1 The Independent Variables 
As underlined and justified above in Table 3.1, the use of external variables is the 
independent variables. The measurement of these variables was set by combining a set of 
items used in previous studies in order to cover all types of external factors (Agarwal & 
Prasad, 1999; Park & Lee, 2009; Wang, Hernandez, & Minor, 2010; Kim & Ko, 2012; Li, Li, 
& Kambele, 2012; Xu, Ryan, Prybutok, & Wen, 2012). The respondents were asked to 
identify their use of the external factors through their buying of luxury online goods in the 
last six months, to know more that they are the right potential segment and they have already 
had the experience to purchase online luxury shopping (see Table 3.3). The items reflected 
the seven external factors or variables which are perceived brand value, perceived usefulness, 
perceived ease of use, e-word of mouth, e-service quality, social media marketing activities 
and social network site usage. 
Table 3.3Independent Variables for External Factors in COLS  
Construct Items Source 
Perceived Brand Value 
Social/ 
Emotional 
Value 
 
A person who wears luxury fashion brands appears ﬁnancially 
successful.  
“Luxury fashion brand 
consumers in China: 
Perceived value, fashion 
lifestyle, and willingness 
to pay”  
 
Journal of Business 
Research, 
(Li et al., 2012) 
 
 
 
 
A person who wears luxury fashion brands appears sophisticated.  
A person who wears luxury fashion brands appears to be a 
member of a high social class.  
A person who wears luxury fashion brands appears to be respected 
by others.  
I tend to release stress by shopping for luxury fashion brands. 
The brand looks good/fits the person. 
Purchasing luxury fashion brands is refreshing. 
When I purchase online for luxury product(s) I affiliate socially 
with others. 
Utilitarian 
Value  
 
Luxury brands have a consistent quality.  
Luxury brands are easy to refund and exchange.  
Luxury brands are easy to maintain and wash.  
Economic 
Value 
I purchase luxury fashion brands only when they are on sale.  
I purchase luxury fashion brands only when they are reasonably 
priced. 
Perceived Usefulness 
Perceived 
Usefulness 
Using the internet for online luxury shopping enables me to 
accomplish shopping more quickly. 
Are Individual 
Differences Germane to 
the Acceptance of New 
Information 
Technologies? 
 
Journal of Decision 
Sciences, 
(Agarwal & Prasad 1999) 
 
 
Using the internet for online luxury shopping improves my 
shopping performance. 
Using the internet for online luxury shopping gives me greater 
control over my shopping. 
Using the internet for online luxury shopping improves the quality 
of the shopping I do. 
Using the internet for online luxury shopping improves my 
productivity. 
Using the internet for online luxury shopping enhances the 
effectiveness of my shopping 
Using the internet for online luxury shopping makes it easier to do 
my luxury shopping online. 
Overall, I find online luxury shopping useful in my daily life. 
Perceived Ease of Use 
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Perceived 
Ease of Use 
It is easy for me to remember how to perform online luxury 
shopping using the internet. 
Are Individual 
Differences Germane to 
the Acceptance of New 
Information 
Technologies? 
 
Journal of Decision 
Sciences,  
(Agarwal & Prasad 1999) 
I believe that it is easy to get luxury products online to do what I 
want it to do. 
My interaction with online luxury shopping is clear and 
understandable. 
Overall, I believe that shopping online for luxury product(s) is 
easy to use. 
Social Media Marketing Activates 
Entertainment 
Using online luxury brand social media is fun. Do social media 
marketing activities 
enhance customer equity? 
an empirical study of 
luxury fashion brand,  
 
Journal of Business 
Research, 
(Kim & Ko 2012a) 
Content shown in online luxury brand social media seems 
interesting. 
Interaction 
Online luxury brand social media enables information sharing with 
others. 
Conversation or opinion exchange with others is possible through 
online luxury brand social media 
It is easy to deliver my opinion through online luxury brand social 
media. 
Trendiness 
Content shown in online luxury brand social media is the newest 
information. 
Using online luxury brand social media is very trendy. 
Customizatio
n 
Online luxury brand social media offers customised information 
search. 
Online luxury brand social media provides customised service. 
Social Network Site Usage 
Social 
Network 
Site Usage 
On average, each week I use my social network site for luxury 
brand website often 
It is not for fun: An 
examination of social 
network site usage  
Journal of Information 
Management, 
 
(Xu et al. 2012) 
 
For each log session, I use my social network site for luxury brand 
website a long time 
On my social network site for luxury brand, I often post something 
On my social network site for luxury brand, I often view 
something 
On my social network site for luxury brand, I often share 
something 
On my social network site for luxury brand, I often reply to others 
On my social network site for luxury brand, I often search website 
shopping 
E- Word of Mouth 
Electronic 
Word of 
Mouth 
I will refer to eWOM information in a purchase decision for online 
luxury shopping 
Information direction, 
website reputation and 
eWOM effect: A 
moderating role of 
product type 
 
Journal of Business 
Research, 
(Park & Lee 2009) 
 
eWOM information will crucially affect my purchase decision 
when I want to buy luxury product(s) brand. 
I would like to pass on information on brand(s), product(s), or 
service(s) from luxury brand social media to my friends. 
I would like to upload content from luxury brand social media on 
my blog or micro blog. 
Do social media 
marketing activities 
enhance customer equity? 
An empirical study of  
luxury fashion brand  
 
Journal of Business 
Research, 
(Kim & Ko 2012a) 
Overall, I think eWOM information is credible towards buying 
online luxury product(s). 
E-Service Quality 
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Reliability  
 
The online luxury brand company will perform the service 
correctly. 
Web aesthetics effects on 
perceived online service 
quality and satisfaction in 
an e-tail environment: 
The moderating role of 
purchase task 
 
Journal Business 
Research, 
(Wang et al. 2010)  
 
When the online luxury brand company promises to do something, 
it will do so. 
The online luxury brand company will keep my records 
accurately. 
Responsiveness  
 
The online luxury brand company will give me prompt service. 
I will receive prompt responses to my requests. 
The online luxury brand company will quickly resolve problems I 
encounter. 
Competenc
e  
 
The online luxury brand company will properly handle any 
problems that arise. 
The online luxury brand company has the knowledge to answer 
my questions. 
The online luxury brand company will comply with my requests. 
Ease of use  
 
The online luxury brand company content is easy to follow 
It will be easy for me to complete a transaction. 
Using the online luxury brand website requires a lot of effort. 
Product 
Portfolio  
 
The online luxury brand website provides a wide range of 
services. 
The online luxury brand website provides services with 
the features I want. 
The online luxury website provides most of the service function 
that I need. 
All my needs are included in the online luxury brand website. 
Security 
 
The online luxury brand company will not misuse my personal 
information. 
I feel safe in online transactions through the luxury brand website. 
I feel secure in providing sensitive information (e.g., credit card 
number) to the luxury brand website. 
The risk associated with online transactions on the luxury brand 
website is low. 
 
3.7.3.2 The Dependent Variables 
it can be seen from (Table 3.4) that the purchase life cycle which consists of intention, actual 
purchase, satisfaction and e-loyalty are caused indirectly by the use of external factors and 
directly by the mediating variable which is attitude and directly with external factors. 
Intention, actual purchase, satisfaction and e-loyalty are the four dependent variables are 
grouped into the purchase life cycle (Saunders et al., 2012). In addition, it’s discussed (see 
Section 4), the study included a measure for the intention. 
3.7.3.3 The Mediating Variable 
This research explores the indirect impact of the external factors on the intention through 
consumer attitude.  
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Table 3.4Dependent Variables for Purchase Life Cycle in COLS 
Construct Items Source 
Attitude 
Attitude Using the luxury brand website for online luxury shopping 
is a bad/good idea. 
User  acceptance  of 
information technology: 
toward  a unified view, 
MIS Quarterly 
Venkatesh et al., 2003 
The luxury brand website makes shopping more 
interesting. 
Shopping with the online luxury brand is fun. 
I like shopping with the online luxury brand. 
Intention 
Intention I intend to shop online for luxury product(s) in the future. User  acceptance  of 
information technology: 
toward  a unified view, 
MIS Quarterly 
Venkatesh et al., 2003 
I predict I would shop online for luxury product(s) in the 
future. 
I intend to continue to shop online for luxury product(s) to 
improve convenience. 
Actual Purchase 
Actual Purchase When I shop online for luxury product(s), I usually buy 
something in the same internet session. 
Beyond buying: 
Motivations behind 
consumers' online 
shopping cart use 
Journal of Business 
Research,  
(Kim & Ko 2012a) 
Of the times you visit online luxury stores, what percentage 
of the time do you actually buy something? 
When I place luxury product(s) in my shopping cart, I 
usually buy it during the same Internet session. 
E-Satisfaction 
Convenience  Total shopping time.  
 
 
 
 
E-Satisfaction: An 
Initial Examination 
Journal of Retailing,  
(Szymanski & Hise 
2000)  
Convenience. 
Ease of browsing. 
Merchandising-
Product Offerings 
Number of offerings. 
Variety of offerings. 
Merchandising-
Product Information 
Quantity of information. 
Quality of information. 
Financial Security Financial security of the transaction. 
Site Design Presenting uncluttered screens. 
Providing easy-to-follow search paths. 
Presenting information fast. 
Customer 
Satisfaction 
 
Overall, how do you feel about your online luxury 
shopping experience? 
Overall, how do you feel about your online luxury 
shopping experience? 
E-Loyalty 
E-Loyalty I seldom consider switching to another online luxury shop. Exploring the effect of 
e-WOM participation 
on e-Loyalty in e-
commerce 
Journal of Decision 
Support Systems, 
 
 (Yoo et al. 2013) 
I believe that this is my favourite online luxury website. 
When I need to purchase, this luxury shopping website is 
my best choice. 
 
3.7.4 Pilot Test and Validity 
A pilot test is created to check whether respondents understood all the questions (Saunders et 
al., 2009). It involves gathering answers from a smaller number of respondents with the same 
characteristics for the full work in this study. Testing of the questionnaire to ensure the 
validity of the instrument is used to measure the variables. In this study, revision of the online 
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questionnaire has been done. A pilot study was conducted to assist the survey in identifying 
and removing any problems occurring before distributing the questionnaire to the intended 
participants. The pilot survey was online and it was sent by email to 30 participants to 
evaluate its validity and reliability.  
 
3.7.4.1 Content Validity 
Content validity is the first step to evaluating the questionnaire. Indeed, the first draft was 
checked with three of my supervisors’ team afterwards with 12 academic doctorate research 
students in the Business School. This procedure was important to guarantee that (1) the 
questions were clear and contained no grammatical or spelling mistakes, (2) the questions had 
the intended meaning, (3) the covering letter was explicit, brief, and accurate, (4) the 
questionnaire was not exhaustive, and (5) the questionnaire contents perfectly target the right 
people who have purchased online luxury shopping within the last six months. After a week, 
all comments were received, and mainly pointed to the following issues: 
1. The questionnaire consumed a lot of time. 
2. There were some spelling and formatting issues in the survey content, e.g. sentences 
beginning in lowercase. 
As a result, unnecessary questions in the demographic part and the online shopping 
experience were removed; this did not affect the main research questions. In terms of the 
main research questions, the length could not be minimised due to it being necessary for the 
study. Finally, the spelling and formatting issue was corrected and thus made the 
questionnaire clearer and more accurate. 
After addressing these comments, a revised version of the questionnaire was sent to be 
completed by a small number of respondents selected among the population. Previous studies 
in the online shopping literature have pre-tested their questionnaires with consumers. The 
pre-tests were conducted with a number of   15 consumers. 
3.7.4.2 Construct Validity and Reliability  
This section covers the construct validity and reliability for the pilot test to measure all 
construct validity by relying on instruments that have already been used in the same context 
and published in highly ranked journals. First, measuring the reliability is defined as the 
“consistency of a measure of a concept” (Bryman, 2012, p.169); it involves the stability of 
the measure over time (external reliability) and its internal consistency with other measures in 
the same questionnaire (internal reliability) (ibid.). Secondly, measuring the validity is the 
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issue of it accurately reflecting the idea that it is claimed to measure (Cooper & Schindler, 
2003; Collis & Hussey, 2009). There are stages in this study for measuring constructs to test 
both the reliability and validity of statistical techniques; these will be explained in depth 
during the measurement model assessment conducted in the Analysis Chapters 5 and 6. All 
indicators were conducted from highly ranked published journals in order to build a strong 
base for this research (see Tables 3.3 and 3.4). However, at this stage of the research process, 
the author ensured the validity of the measures and constructs by relying on instruments that 
have already been used in the same context and published in highly ranked journals (see 
Tables 3.3 and 3.4). Such positive results are not surprising, given that fact that the items in 
this study are developed to convey an online luxury shopping context, and these items were 
all pre-tested in articles published by renowned scholars and published in highly ranked 
journals. The purpose of the pilot test measures for this study is whether the items for a 
specific construct are all measuring the same attribute; that is, the extent of their correlation 
with each other. To measure the reliability, Cronbach’s alpha coefficient is used. Its values 
vary on a scale from 0 to 1, with higher values indicating an enhanced reliability. It is 
acknowledged that 0.7 represents a satisfactory reliability (Pallant, 2007). Field (2009) also 
confirms that Cronbach’s alpha is the most important coefficient to check the constructs’ 
reliability and report the same threshold. Moreover, both authors have added that if the 
Cronbach’s alpha is less than 0.7 then the Corrected Item-Total Correlation values shown in 
the Item-Total Statistics should also be checked, and would ideally be more than 0.3. Tables 
3.5 and 3.6 show each variable used in the study with its Cronbach’ schools (ABS, 2015). 
Tables3.5 and 3.6 identifies the instruments used for each variable. 
Table 3.5 Cronbach’s Alpha for Consumer’s Online Luxury Shopping Data 
Constructs Items Cronbach’s Alpha 
 
Perceived brand value 
PBV 13 0.865 
Perceived usefulness 
PU 8 0.823 
Perceived Ease of Use 
PEU 4 0.726 
Social Media Marketing Activates 
SMMA 9 0.908 
Social Network Site Usage 
SNSU 7 0.934 
Electronic Word of Mouth 
e-WOM 5              0.910 
e-Service Quality 
e-SQ 19               0.897 
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Table 3.6 The Mediating and Dependent Variable Data 
Construct Items Cronbach’s Alpha 
Attitude 
Att 4 0.865 
Intention 
Int 3                0.889 
Actual Purchase 
AP 3 0.748 
e-Satisfaction 
eS 13                0.915 
e-Loyalty 
eL 3 0.912 
 
As seen in Tables 3.5 and 3.6, the results from the construct reliability test for the study’s 
variables illustrate that overall (with few exceptions) there is sufficient correlation among the 
items measuring each construct. Table 3.5 shows a Cronbach’s alpha value below 0.70 in 
PBV, eSQ, and an item was only removed from eSQ13 to improve the construct Cronbach’s 
alpha; however, because all remaining results in PBV showed satisfactory values, it was 
deemed prudent to keep all items in the data collection as the pilot study sample is not large 
enough to decide on construct measurements. In Table 3.6, the mediating and dependent 
variable constructs had only one Cronbach’s below 0.7 and the rest were all above. Given the 
results shown in Table 3.5 and 3.6 regarding the pilot study, it can be concluded that the 
twelve constructs are highly reliable. There was a good distribution of the respondents’ 
answers across all indicators/items, suggesting that the participants could discriminate 
between the twelve concepts (latent variables). Corrected item-total correlation ranged from 
0.32 to 0.95, indicating that no item was dismissed, and thus no items were deleted. Pilot 
studies help the researcher to spot any potential problems that can occur, and address them 
before the final survey is executed. In this study, no significant problems were identified. 
This study is self-developed and these were all pre-tested in articles published by well-known 
researchers and published in highly ranked journals. 
3.7.5 Population and Sampling Strategy Techniques  
The sampling techniques provide a range of methods that enable researchers to reduce the 
amount of data they need to collect by conserving data only from a sub-group rather than all 
possible cases or elements (Saunders et al., 2009). A population is the full set of elements or 
cases from which a sample is drawn (Saunders et al., 2009). The reasons for using samples 
are the impracticality of studying the whole population; time; and cost. The research is aimed 
at a target population of consumers who had purchased online luxury shopping within the last 
six months from the UK and the USA, with total of 313 online luxury consumers being 
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surveyed. In this study, general email contacts were obtained from social network sites such 
as Facebook, Twitter and Instagram in order to distribute the questionnaire. In addition, 
WhatsApp was used as sort of e-WOM to send e-messages to potential participants of the 
questionnaire. Thereby, the idea is that a sample is produced from a base of preliminary 
contacts of participants who take on the survey, and have the ability to identify more people 
who are qualified to participate and forward the invitation to them via email and social media. 
The process is continued until a sample has been created (Wright & Stein, 2005). This 
justifies the applicability and suitability of self-selection and snowball sampling techniques 
for this study.  
Selecting the sample to study is important in all types of research; amongst the criteria that 
define a good sample is the degree of certainty that generalisations can be made from the 
sample to the entire population (external validity); this depends on the size of the sample and 
how representative it is. Sampling techniques can be divided into two types: probability or 
representative sampling, and non-probability or judgemental sampling, which are used to 
answer different forms of research questions. Non-probability or non-random sampling offers 
a variety of techniques which enable researchers to select their samples based on their 
subjective judgement (Saunders et al., 2009). The choice of sampling technique depends 
mainly on the research questions, objectives and choice of relevant research strategy, as the 
sample should provide researchers with information-rich study that can enable them to 
explore research questions and gain theoretical insights (Saunders et al., 2009; Teddlie and 
Tashakkori, 2009). For non-probability sampling techniques, the issue of sample size is 
vague; unlike probability sampling, there are no rules. Instead, the logical relationship 
between the sample selection technique and the purpose, objective, and focus of research is 
important. Accordingly, sample size depends on research questions and objectives – 
specifically, what is useful for the research, what will have credibility, what can be done with 
the available resources, the degree of confidence in the findings, the accuracy required, and 
the likely categories for analysis will all affect the sampling size (Patton, 2005). There is no 
specific guide regarding the number of respondents needed in the sample. The choice of 
sampling technique depends on the feasibility and sensibility of collecting data to answer 
research questions and to address research objectives, along with the researcher’s ability to 
gain access to organisations and individuals (Robson, 2002). It is quite obvious that it is very 
difficult and generally impossible. In the exploratory stages of research, a non-probability 
sample is the most practical technique to reach and collect data from the entire population 
due to restrictions of time, money, and often access. The sampling techniques used in this 
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study are self-selection sampling and snowball sampling. Self-selection sampling is a non-
probability sampling technique in which the participants are allowed to identify their desire to 
be part of the sample and take part in the research (Bradley, 1999). It can be used with other 
sampling techniques, such as snowball sampling, which will help the researcher to identify 
appropriate participants who can richly inform the research and also provide adequate data 
sources, and then those participants identify several other suitable participants through their 
contacts (Fossey et al., 2002; Sekaran & Bougie, 2009). Hence, the snowball sampling 
technique was also used for this study. Snowball sampling is a non-probability sampling 
technique in which subsequent respondents are obtained from information provided by initial 
respondents (Oates, 2006). It is commonly used when it is difficult to identify consumers who 
purchased luxury online within 6 months of the desired population. Thereby, participants who 
take on the survey have the ability to identify more people who are qualified to participate 
and forward the invitation via email and social media. This justifies the applicability and 
suitability of self-selection and snowball sampling techniques for this study.  
 
         3.7.6 Non-Response Rate and Sample Size 
 The questionnaire survey is used mostly to collect data, because it allows a large 
sample quantity of the research population to be collected in a highly cost-effective way 
(Saunders et al., 2009). The research used an e-questionnaire to collect data from e-
consumers who purchase online luxury products. The questionnaire contained a series 
of 5 Likert-type (1-5 disagree/agree) statements developed from the literature review. 
This research project sent questionnaires randomly to 1000 consumers in the USA and 
UK who purchase online luxury products. In addition, the researcher chose only those 
who had purchased luxury online items from websites within the last six months. In 
order to test the accuracy of the data, the researcher checked for missing data. 
Indications of missing data are “…information not available for a case (or subject) for 
which other information is available” (Hair et al., 2006, p.38). Generally, missing data 
is caused by the respondents refusing to respond to one or more questions of the 
questionnaire, from the UK sample, the researcher excluded 352, from the USA sample; 
the researcher excluded 335 returned questionnaires with missing data. Consequently, 
313 forms remained, valid and free of missing data. The resulting of responses rates are 
52.72% and 47.28% for both UK and USA, respectively. The questionnaire was 
administrated between 15
th
 June and 15
th
 October 2014. A month earlier the survey had 
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been checked from the supervisory team who gave me a final agreement to launch the 
survey.  Starting from 15
th
 June 2014, the online questionnaire was distributed to the 
target participants in the UK and the USA at the same time. Questionnaires then 
received back from the participants were immediately given an identification number 
and checked for completeness. At the end of the month, the returned surveys were 
checked once again for completeness and reconciled against those delivered. A high 
response rate of 100% was achieved (Saunders, 2009). Non-response bias was assessed 
by comparing early respondents with later respondents on key belief variables 
(Armstrong & Overton, 1977). No significant differences in any of the variables were 
found, providing no evidence of non-response bias (Ha & Stoel 2009) (see Table 4.2 in 
Chapter 4). Table 3.7 demonstrates the results of the data collection phase and shows 
the response rate for the survey questionnaire. The table also compares the response 
rate to that of the pilot study.  
Table 3.7 Online Survey 
 Sent Emails Failed/Bounced 
Emails 
Delivered 
Emails 
Returns Response Rate 
COLS 1000 50 950 650 
(313Usable) 
48.15% 
 
The response ratio for the consumers buying online luxury shopping was 313 (165 usable 
from UK and 148 USA) out of 1000 delivered, which records a response rate of 48.15% from 
the usable valid data (313). In addition, unlike other structural equation model tools, it is 
widely acknowledged that the PLS-SEM can produce robust results with relatively limited 
sample sizes (Henseler et al., 2009; Reinartz et al., 2009; Hair et al., 2014). In their recent 
Monte Carlo Simulation, Reinartz et al. (2009) found that the PLS-SEM can provide 
acceptable levels of statistical power with 100 observations. The authors suggested that the 
researchers in PLS can easily compensate the low sample size effect by increasing the 
number of indicators and using indicators with high loadings. Similarly, Chin (2010) states 
that “…to play it safe, one might recommend 100 or 200 [respondents] to improve accuracy” 
(p.662). A widely cited and applied rule of thumb for the minimum sample size required to 
run a robust PLS-SEM algorithm is that “the sample size be: (1) ten times the number of 
indicators of the scale with the largest number of formative indicators, or (2) ten times the 
largest number of structural paths directed at a particular construct in the inner path model” 
(Henseler et al., 2009, p.292); a similar rule was argued by Hair et al. (2011; 2014a) and Peng 
and Lai (2012). Hair et al. (2014a) also stress the fact that researchers should take into 
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account the statistical power that the study can achieve when determining the appropriateness 
of the sample size. In general, Hair et al. (2014b) acknowledge that the PLS-SEM achieves 
higher levels of statistical power than other statistical techniques. Despite the fact that Pallant 
(2007) acknowledges that when the sample size is greater than 100, the statistical power 
should not be an issue, Hair et al. (2014a) suggest using the following table adapted from 
Cohen (1992) as guidance to determine the appropriate sample size to produce significant 
results (see Table 3.8). However, the determination of the sample size is important in 
building the number of sample which has to be neither low, to avoid the risk of inadequate 
information, nor high to avoid the risk of being inefficient (Scheaffer et al., 1986, Zain, 1995). 
The choice of sample size relies on several factors such as the size of the entire population; 
the level of margin of error required, the level of certainty; and the types of statistical 
techniques used to analyse the data (Saunders et al., 2009). 
 
Table 3.8 Sample Size Recommendation in PLS-SEM 
Statistical Power of 80% 
Maximum Number of 
Arrows pointing at a 
construct 
5% Significance level 
Minimum R square 
 0.10 0.25 0.50 0.75 
2 110 52 33 26 
3 124 59 38 30 
4 137 65 42 33 
5 147 70 45 36 
6 157 75 48 39 
7 166 80 51 41 
8 174 84 54 44 
9 181 88 57 46 
10 189 91 59 48 
Source: Adapted from Hair et al. (2014a)  
 
There is no definitive standard with regard to sample size. It can be considered as small (less 
than 100 samples), medium (between 100 and 200 samples), and large (more than 200 
samples). From these classifications, 313 samples can be regarded as the critical size (Hair et 
al., 2010). Furthermore, statistical power is higher in a sample size of 100 or more, according 
to SEM. The sample size of this study was 165 and 148 (UK and US respectively), totalling 
313. The number of observations is above the minimum required when applying the above 
cited rule of thumb. In fact, when taking into account Cohen’s statistical power rule, the 
maximum number of arrows pointing toward one construct is three (the present case), thus 
the minimum sample size required to achieve a statistical power of 80% with a significance 
level at 5% and detect an R square with at least 0.25, would be 59 observations. As for the 
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abovementioned rule proposed by Henseler et al., (2009), Hair et al. (2011; 2014a) and Peng 
and Lai (2012), the larger of the above cited two options is ten times the number of indicators 
of the construct with the largest number of largest number of reflective indicators, which is 
the variable consumer attitude (Att) with eight items, and hence the minimum sample size 
would be 80. Additionally, when considering the statistical power based on Table 3.8, for the 
minimum sample size required to achieve a statistical power of 80% with a significance level 
of 0.25% and detect an R square with at least 0.10, the researcher would need 189 
observations. Therefore, it can be concluded that the sample sizes for both countries 313 are 
sufficient to run a robust PLS-SEM analysis. 
3.8 Research Ethics 
Research ethics is defined as the adoption of an appropriate behaviour in relation to the rights 
of the individuals or groups being studied or affected by the study (Saunders et al. 2012). 
McNabb (2013) states that there are four issues of research ethics that need to be identified, 
starting at data collection all the way through to reporting the findings. These issues are 
truthfulness, thoroughness, objectivity, and relevance. Truthfulness means that researchers 
must not lie, deceive or commit fraud. Thoroughness implies that researchers should be 
thorough in the research process and not use shortcuts. Objectivity implies that researchers 
should not be biased - this is particularly important for positivistic studies; and relevance 
suggests the conducted research should be purposeful and relevant to the literature. Therefore, 
the researcher carried out extensive work to achieve these principles by reading journal 
articles and books related to online shopping and consumer behaviour, which has enabled 
identification of the gaps in the literature and therefore development of research questions.  
In addition, research ethics were considered in all stages when publishing and sharing the 
research findings. Research ethics dictates that there should be a guarantee that participants’ 
identities cannot be deciphered in the published findings when it comes to protecting rights, 
privacy and ensuring their anonymity (McNabb, 2013; Kalof et al., 2008). Furthermore, when 
describing the sample of the study, the researcher should concentrate on the participants’ 
characteristics rather than identity (McNabb, 2013). In terms of confidentiality, the researcher 
removed all identifying information about the participants from the research records. All 
these ethical considerations were detailed in the email invitations and the covering letter to 
reassure the participants.  
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Further to this, Kalof et al. (2008) and Myers (2013) add another ethical principle called 
‘informed consent’; this means that the participants should undertake the survey voluntarily 
and the researcher should clearly explain what they are being asked to do for the purpose of 
the study and the risks and benefits of participation. Hence in this study, the participation was 
voluntary, and the purpose, risks and benefits of the survey participation were clearly 
highlighted in the email invitations and questionnaires and for both phases of the 
investigation. Ultimately, the researcher acknowledged the limitations and restrictions of the 
study to enable the readers to know how much credibility the study should be provided with 
(McNabb, 2013). Overall, Saunders et al. (2012) claim that the premise behind all these 
ethical considerations is the avoidance of harm. This was carefully taken into account in the 
present study by providing a clear, explicit and precise covering letter highlighting all the 
aforementioned ethical aspects (see Appendix C). The ethical approval application is 
attached in Appendix E. 
3.9 Summary  
Research methodology means the theory of how research should be undertaken in order to 
discover new knowledge (Saunders et al., 2009). This study follows the positivism 
philosophy with the connection of deductive reasoning in order to answer research questions 
and achieve research objectives. This study employed deductive reasoning, since the subject 
area is about consumers’ online luxury shopping. The research strategy adopted for this study 
was a questionnaire survey approach. The quantitative phase of the study consisted of data 
collection (questionnaire) and data analysis. This study was conducted in specific 
geographical countries (UK and US) to investigate a specific subject at a particular time and 
then make the comparison to generalise the results. This chapter discussed what and why data 
collection and analysis methods were used for this study. 
 
Moreover, this chapter discussed in detail the methodological steps followed in this study. 
Initially, the chapter set out the conceptual framework (COLS) to be tested in this study. In 
this regard, and based on the previous chapters, the research model COLS illustrating the role 
of external factors in enhancing the consumers’ attitude to purchase online luxury shopping, 
the mediating variable which is consumer attitude and the dependent (purchase life cycle) 
variables were suggested. Broadly, the COLS model attempts to explain how external factors 
affect consumer attitude toward purchasing online luxury shopping, and the role of the 
mediating variable between external variables and intention to purchase, therefore illustrating 
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how purchase life cycle process works. The online questionnaire survey was used to elicit 
empirical data during this study. In addition, empirical data were analysed using thematic and 
comparative analysis methods in the quantitative phase and using the SEM-PLS method will 
be presented in Chapter 4 for the main sample and Chapter 6 for the multi-group analysis. 
 
Secondly, the chapter outlined the philosophical assumptions underpinning the present 
research. It has been stated that the study employed a positivism approach. In fact, the author 
examined the effect of external factors on consumer attitude to purchase online luxury 
shopping. This impact was seen to be external to the researcher and thus can be observable 
and objectively measured through statistical approach of the intervening variables. However, 
it is also believed that this impact cannot be totally understood in a positive way as the author 
also recognises the effect of the consumer’s attitudes and views toward online luxury 
shopping.  
 
Concerning the use of theory, the present research adopts an explanatory deductive approach. 
Creating and inventing a COLS model based on the extended version of the TAM theory, the 
study tests the consumer’s behaviour before, during and after buying online luxury shopping. 
It is important to understand how this mechanism is doing in terms of external factors that 
affect consumer attitude, the purchase life cycle and the mediating variable which is the 
consumer attitude in between them in order to purchase online luxury fashion brands. The 
rationale behind this approach was to bring to the export promotion literature some 
theoretical foundations. Ultimately, and on the basis of these philosophical perspectives, the 
study employed a survey methodology.  
 
Third, the chapter presented the research methods and the variables’ instruments used in this 
study. A positivistic online questionnaire was used to address the research questions set by 
the study. These would identify the interactions between the different variables of the study 
and hence explain the mechanism through which external factors work. The study was 
conducted in two selected countries, namely the UK and USA, and targeted a population 
sample of approximately 1000 consumers who purchase online luxury shopping from each 
country. In the UK and USA, the questionnaires were distributed online. Lastly, with respect 
to the item measurements used, these were extracted from past studies published in highly 
ranked journals which enhance their validity and reliability. The following two chapters 
present the results of the quantitative survey conducted for both countries; Chapter 4 analyses 
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the main sample survey, and Chapter 5 is for the comparison analyses from the main the 
survey, for country, gender and internet experience level and these are explained in (Figure 
3.4 for research data collection and analysis process). 
 
Figure 3.4 Research Data Collection and Analysis Process 
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Chapter 4 Data Analysis 
 
4.1 Introduction  
This chapter presents an analysis for the main sample of the study results to confirm the 
COLS model. It starts with the descriptive statistics of the responses received from 
consumers that purchase online luxury shopping. In addition, the researcher used the t-test to 
check the non-response bias in the context. This chapter describes the exploration of 
structural equation model partial least square (PLS) technique, followed by the measurement 
model, which reviews how well the dependable, independable and mediating variables 
involved in the study are measured; whereas the structural model assesses the relationships 
between these variables and examines the Path coefficients, P-values, R squares and effect 
sizes in order to support or reject the relationship hypothesised in Chapter 2. This is followed 
by undertaking this model’s fit indices.  
 
 
Figure 4.1Data Analysis Process 
4.2 Descriptive Analysis of Sample 
Prior to proceeding to the analysis itself, it is necessary to first undertake a descriptive 
analysis (descriptive statistics) of the data samples. According to Zikmund et al. (2010), a 
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investigated main sample. In this sub-section, sample characteristics, non-response bias, data 
distributions, missing values and outliers are assessed.  
4.2.1 Sample Characteristics 
This section presents descriptive statistics for the main survey. Table 4.1 presents these 
characteristics to provide an overall insight, while the following sub-sections review these 
separately in more detail. It outlines the factors that affect consumer attitudes towards online 
luxury shopping (external factors and purchase life cycle) and the arrows inside the purchase 
life cycle. Sample sizes for the online luxury consumers were recorded as 313 individuals 
from the UK (165) and the USA (148). These are a sample represented worldwide online 
consumers; it is important for this research to obtain respondents based on them being online 
luxury consumers rather than where they are from, as online consumers nowadays are able to 
shop on websites from any country. Of those who reported their gender, 51.4% were male 
and 48.6% female, which shows that males are marginally more interested in shopping online 
for luxury products than females, which was heighted by several studies (Hasan, 2010, Kim 
& Ko, 2012; Choudrie & Vyas, 2014). The average age group was found to be 25-31, as it 
seems the younger the generation, the more they adopt technology for shopping purposes. 
This phenomenon has been considered by (San-Martín et al. 2015). On average, there were a 
higher proportion of single respondents. At 38.1%, those who have bachelor’s degree were 
the highest among other education sample levels, and the most common occupation status 
was full time employee at 39.4%, which means that they are busy and have less time to do 
shopping in-store. The average annual income of the sample was £50,000 - £79,999 = 
$84,000 - $134,398 respectively, meaning that they are the target and potential target samples 
for this topic. Within this sample, respondents tend to be advanced in terms of using 
technological devices at 71.6%, it is confirmed that expertise and proficiency influence the 
use of technology (Novak, Hoffman, & Yung, 2000; Lassar, Manolis, & Lassar, 2005; 
Toufaily et al., 2013). 37.3% of consumers had purchased between one and three luxury 
fashion goods online within the last six months. Moreover, the average amount spent on one 
luxury item was £150-£499.9 = $300-$900.99 (33.8 %), and luxury clothing was the item 
bought most often at 45.2%. Different brands were mentioned to the online luxury consumers, 
and Louis Vuitton was the highest rated brand purchased at 71.5% of the sample. The 
potential samples of online luxury consumers that have been chosen for this study was 
relatively appropriate for the scope of this study and gave the reliable data to test and 
approved the research questions and objectives.  
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Table 4.1 Demographic Statistics of the Main Sample 
Characteristic Group 
Overall sample 
N=313 
No. % 
 
Gender 
Male  
161 
 
51.4 
Female 152 48.6 
 
 
 
Age 
 
18 – 24 58 12.1 
25 – 31 74 15.4 
32 – 38 56 23.6 
39 – 45 51 17.9 
46 – 52 32 10.3 
53 – 59 16 5.1 
60 and over 26 8.3 
 
Marital status 
Single 145 30.2 
Married 139 29.0 
Divorced 14 2.9 
Other 16 3.3 
Country UK 165 52.7 
USA 148 47.3 
 
 
Education 
High school diploma 119 38.1 
Bachelor’s degree 132 42.3 
Master’s degree 33 10.6 
PhD 8 2.6 
Other 20 6.4 
Occupation 
 
 
 
 
Student 45 14.4 
Full time employee 189 39.4 
Part time employee 27 8.6 
Unemployed 18 5.8 
Other 34 10.9 
Annual Income 
 
 
Under £15,000    
Under $29,999 
20 11.9 
£50,000 - £79,999                  
$84,000 - $134,398 
79 47.6 
£80,000 - £99,999                  
$135,000 - $ 176,998 
41 24.4 
£100,000 - £199,999              
$177,000 - $ 335,998 
7 4.2 
£200,000 - £299,999              
$336,000 - $503,998 
18 10.7 
Over £300,000                   
Over $504,000 
2 1.2 
 
Online shopping experience 
Beginner 2 6 
Intermediate 87 27.8 
Advanced 224 71.6 
Amount of luxury fashion goods 
purchased within last 6 months 
 
1 - 3 items 116 37.3 
4 - 6 items 44 35.0 
7 - 10 items 42 14.1 
more than 10 items 42 13.5 
Money spent on one luxury fashion 
item 
 
 
 
 
 
 
 
 
£150 - £499.99                          
$300 - $900.99 
162 33.8 
£500 - £799.99                         
$1000 - $1,500.99 
 
52 10.8 
£800 - £999.99                         
$1,600 - $2,199.99 
 
28 5.8 
£1,000 - £1,499.99                   
$2,200 - $2,700.99 
32 6.7 
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£1,500 - £4,999.99                  
 $2,800 - $3,999.99 
 
22 4.6 
£5,000 and over                        
$4000.00 and over 
16 3.3 
 
Type of luxury online purchase 
Luxury brand clothes 217 45.2 
Luxury brand shoes 158 32.9 
Luxury brand jewellery 138 28.8 
Luxury brand bags 124 25.8 
Luxury brand sunglasses 108 22.5 
Luxury brand scarf 35 7.3 
Other 17 3.5 
Which luxury brand did you 
purchase online? 
Louis Vuitton 56 71.5 
Chanel 73 48.6 
Fendi 65 45.1 
Dior 18 18.6 
Gucci 16 16.8 
Prada 55 41.0 
Miu Miu 61 43.6 
Givenchy 76 49.0 
Yves Saint Laurent 79 50 
Other 54 90.6 
 
4.2.2 Missing Data and Outliers 
Missing data happens when a respondent either deliberately or accidentally fails to answer a 
question (Field, 2009). In the WarpPLS-SEM software, the missing values are automatically 
replaced by the mean of the other values of that particular factor (Kock, 2013). However, 
Hair et al. (2014a) suggest that if an observation is missing more than 15% of the values, the 
researcher should consider the removal of this observation. In fact, replacing the missing 
values with means will reduce the variability of the data and hence reduces the likelihood to 
gain meaningful and significant data. Therefore, with the present data for both countries, the 
researcher has removed all observations with missing values higher than 15%. 
 
As for the outliers, these are respondents who give scores that are very different to the rest of 
the respondents; these can bias the mean and inflate the standard deviation (Field, 2009). 
Kock (2013) acknowledges that outliers may significantly affect the shape of the relationship. 
The author stressed that, in extreme cases, one outlier can change the sign of a linear 
relationship (from positive to negative or vice versa). Therefore, some suggest the removal of 
outliers from the data set (Field, 2009; Zikmund et al., 2010; Saunders et al., 2012). However, 
Kock (2013) argues that the deletion of outliers is often a mistake as these can reveal the true 
nature of the relationship; the authors added that these should be removed only if they are due 
to measurement error. According to this author, using the WarpPLS-SEM software allows the 
researcher to deal with outliers effectively without removing them from the data set. In fact, 
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the author explains that the software may run the analysis by ranking the data and hence the 
value distances that typify the outliers are substantially reduced without decreasing the 
sample size. 
As for the resampling algorithms, the researcher has chosen to use the new ‘stable’ algorithm 
provided by the software. It is acknowledged that like the ‘jack knifing’ method, this new 
algorithm tends to deal effectively with small samples by generating low standard errors and 
medium to high effect sizes which as a result would increase the statistical power. 
Additionally, using the stable algorithm provides p-values that approximate the most stable p-
value given by the software’s other resampling methods (jack knifing, bootstrapping and 
blindfolding). The stable algorithm could be seen as a combination of the traditional 
resampling methods cited above (Kock, 2013). 
 
4.3.3 Non-Response Bias Analysis  
Dilman (2011) defined the non-response error as “… the result of people who respond to a 
survey being different from sampled individuals who did not respond, in a way relevant to the 
study” (p.11). Among the software available to gather individuals’ perceptions and 
behaviours, sample surveys have the particularity to generate findings applicable to large 
populations. However, such a value depends on the extent to which the non-response bias 
(also known as non-response error) could be reduced (Groves, 2006). Hence, it is crucial to 
test non-response bias in order to ensure the generalisability of the results. Non-response bias 
occurs when there is a difference between respondents and non-respondents in terms of 
answers (Lambert & Harrington, 1990). In the present research, using a t-test technique in the 
Statistical Package for the Social Sciences (SPSS), the researcher has compared the means of 
30 late respondents (representing non-respondents) with 30 early respondents using 20 
randomly selected items (Kaleka, 2012; Ketkar et al., 2012). Armstrong and Overton (1977) 
suggest that if there were significant differences between the early and late returned surveys, 
then it can be assumed that the late responders were more similar to non-respondents and 
therefore this survey had a non-response bias. Non-response bias has to be happening due to 
its failure to represent sample size. For that reason, the researcher should state the problem by 
testing for non-response bias.  
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Lambert and Harrington (1990) and Wu et al. (2008) observe the significance of early 
respondents and late ones by using t-test to examine non-response bias. T-tests were 
implemented to match the standard of early and late respondents. There was no agreement 
about the number of items that should be tested. The obtained results (attached in Appendix 
C) illustrate that the significance value for Levene’s test is higher than .05, and hence it can 
be assumed that all items have the same variance. In this case, the t-values of the ‘equal 
variances test is assumed’ are used. In addition, it can be noted that the t-values ‘Sig. (2-
tailed)’ are non-significant (p-values greater than 0.05) for almost all items assuming that 
there is no significant difference. In order to conduct t-tests and according to Yaghi (2006), 
the researcher used 30 early respondents and the same number of late respondents using 20 
randomly selected items (Kaleka, 2012; Ketkar et al., 2012). The t-tests results showed that 
for most items, there was no significant difference between the late and early respondents 
(p > .05) and between the early and late respondents (Hair et al., 2010). Therefore, it can be 
concluded that the sample used in the present study is indeed representative of the whole 
population (see Table 4.2).  
Table 4.2 Non-Response Bias for COLS Model 
No. Items variables P value 
1 PBV1 0.322 
2 PBV2 0.409 
3 PBV3 0.460 
4 PBV4 0.377 
5 PU5 0.361 
6 PU7 0.423 
7 PEU4 0.373 
8 SMMA9 0.419 
9 SNS5 0.340 
10 SNS7 0.240 
11 eWOM1 0.369 
12 eWOM2 0.349 
13 eWOM3 0.319 
14 eWOM4 0.356 
15 eWOM5 0.486 
16 eSQ2 0.479 
17 eSQ13 0.173 
18 Att1 0.336 
19 AP1 0.488 
20 eS2 0.487 
 
Table 4.2 shows the pairwise correlations, means and standard deviations of all the variables 
used in the current research for the online luxury consumer’s sample, respectively. The mean 
comparison using a t-test was carried out for each of the latent variables. The table shows the 
mean comparison test results of the latent variables employed in the SEM model of the 
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sample. To check independent sample and using a t-test, a check should be made for the 
random sampling. 
4.3.4 Common Method Bias  
Common method bias assumes that a particular factor explains the common of change. 
Researchers trust on the same respondent who provides information about all the variables 
(Podsakoff, MacKenzie & Podsakoff, 2012). Common method bias is a main source of 
measurement error which has a negative effect, which can cause problems for the validity of 
the measure (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). Due to the method bias, 
correlations are inflated (Meade, Watson, & Kroustalis, 2007). This study had to investigate 
this method due to the use of one questionnaire to measure all 12 constructs in COLS model, 
including eSQ, eWOM, PBV, PU, PEU, SNSU, SMMA, ATT, INT, AP, eS, and eL. The 
study employed Harman’s single-factor test to evaluate common method bias (Podsakoff et 
al., 2003). The un-rotated factor analysis showed that the single factor accounted for 24.44% 
of the total variance. Therefore, the results suggest that there was no common variable (its 
value was not above 50 per cent) to threaten the data to be analysed further (see Table 4.3).  
 
Table 4.3 Harman’s Single Factor Test   
 
Component 
 
Initial Eigenvalues Extraction Sums of Squared Loadings 
Total 
 
% of 
Variance 
Cumulative % Total % of Variance Cumulative % 
1 24.489 24.444 24.444 22.489 24.444 24.444 
2 9.062 9.850 34.294 - - - 
3 5.504 5.983 40.277 - - - 
4 2.416 2.626 55.612 - - - 
5 2.124 2.308 57.920 - - - 
6 1.772 1.926 59.847 - - - 
7 .904 .982 72.245 - - - 
8 .781 .849 76.810 - - - 
9 .679 .738 80.723 - - - 
10 .578 .628 83.446 - - - 
11 .497 .540 86.828 - - - 
12 .421 .457 89.277 - - - 
13 .370 .403 91.393 - - - 
14 .322 .350 92.856 - - - 
15 .280 .304 94.775 - - - 
16 .237 .257 96.143 - - - 
17 .186 .202 97.273 - - - 
18 .126 .137 98.893 - - - 
19 .062 .068 99.881 - - - 
20 .052 .056 100.000 - - - 
 
Having presented the samples’ characteristics, checked for outliers, missing values and 
measurement errors, the next section tests the research model using PLS-SEM analysis. 
Through the PLS-SEM analysis, the hypotheses of this research will be supported or rejected. 
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Therefore, combined with the opposite method applied in the questionnaire design phase, the 
Harman’s test provides support for the absence of common methods bias (Mattila & Enz, 
2002; Lings et al., 2014).  
4.4 The PLS-SEM Analysis  
In structural equation modelling it is essential to distinguish between measurement model 
(also known as outer model) and structural model (known as inner model). Measurement 
model is the relationship between the latent constructs and their indicators (Henseler et al., 
2009), and structural model is the relationship the latent constructs have to each other (Jarvis 
et al., 2003). Hulland (1999) states that a PLS model is generally analysed and interpreted in 
a sequence of two phases: 
(1) The assessment of the measurement model   
(2) The assessment of the structural model. 
 
In order to obtain expressive analysis, it is necessary to establish the right description for 
measurement model (Jarvis et al., 2003). Measurement models are assessed over the 
reliabilities of individual indicators and latent constructs as well as the measures’ convergent 
validity and discriminant validities (Hair et al., 2011). In an extensive methodological review 
of marketing research articles, Hair et al. (2012) report that “the proportion of studies that do 
not report reliability and validity measures is disconcerting” (p.424). Also, they have added 
that the absence of reliability and validity assessments will lead the structural model to be 
considerably biased and therefore unreliable.  
4.4.1 Determining the Nature of the Constructs  
Determining the nature of the constructs is the first step to estimation of the measurement 
model in the research. There are two types of the latent variables - reflective and formative 
(Mackenzie et al., 2011; Hair et al., 2012). By definition, reflective indicators of a given 
latent variable are assumed to be equal and internally consistent, therefore interchangeable, 
and removing one item would not affect the measurement. In such indicators, the direction of 
causality goes from the construct (latent variable) to the indicators (items) (Jarvis et al., 2003). 
These observed indicators are assumed to reflect variations in the latent variable; these 
variations are expected to be seen through the indicators (Henseler et al., 2009). According to 
Diamantopoulos (1999), reflective measures are the most commonly used indicators in 
business and marketing research. Conversely, formative indicators are assumed to be causing 
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the latent variable and are usually uncorrelated which each other, hence cannot be 
interchangeable and dropping one of the dimensions can have substantive effect on the 
construct’s measurement (Jarvis et al., 2003). It is acknowledged that the PLS-SEM is suited 
to equally analyse both the reflective and formative measurement models.  
 
A latent variable could be first order or second order. Second order latent variables (also 
known as higher order) are used when running the structural model. In this research, these 
higher order constructs are used for the mediating variables. Second order constructs are 
variables that “contain two layers of components” (Hair et al., 2014a, p.39). The authors 
explain that a second order construct can be represented by a number of first order variables 
capturing different facets of the construct. As an example, a second order variable is used for 
“e-service quality” this is represented by six first order variables capturing various facets 
from which to reliability, responsiveness, competence, ease of use, product portfolio and 
security. Hair et al. (2014a) argued that the use of second order variables enhances the 
theoretical parsimony of the study and decreases the model’s complexity. According to Chin 
(1998), the decision to use second order variables should be based on the conceptual model. 
In addition, Ruiz et al. (2008) stress that the choice of second order models depends on 
whether the researcher focuses on the first order variables separately or the second order 
constructs. 
In the present case, the researcher is looking to investigate the impact of external factors on 
consumer attitude, attitude and purchase life cycle, and relationship inside the purchase life 
cycle (second order variables) rather than on the multiple dimensions of these types of factors 
(first order variables).  
The relationship between the first and the second order variables can be either reflective or 
formative. The former is chosen if the first order variables correlate with each other and can 
be explained by the second order variable, whereas the latter is selected if the first order 
variables form the second order construct (Hair et al., 2014a).  
In this study, the researcher used second order constructs to represent some of the external 
factors and the purchase life cycle, and first order variables to represent the relationship 
between the external factors with consumer attitude, attitude with purchase life cycle, and the 
relationship inside the purchase life cycle (see Table 4.4). All first order variables are 
considered as reflective indicators. This is because the indicators in these cases reflect the 
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variations of their constructs and are regarded to be highly correlated with each other 
(Henseler, 2009). However, at the second order level, all constructs are considered as 
formative, hence having a higher order model type B (reflective-formative) (Becker et al., 
2012).  
Table 4.4 First and Second Order Variables in COLS Model 
Second Order Variables First Order Components 
Perceived Brand Value (PBV) (PBV-soc) Social/emotional value 
 (PBV-uti) Utilitarian value 
 (PBV- eco) Economic value 
Social Media Marketing Activities (SMMA) (SMMA-en) Entertainment  
(SMMA-int) Interaction  
(SMMA-tre) Trendiness 
(SMMA- cus) Customisation 
Electronic Service Quality (eSQ) (e-Sq-reli) Reliability  
(eSQ-res) Responsiveness  
(eSQ-com) Competence  
(eSQ- EU) Ease of use  
(eSQ-pro) Product portfolio 
 (eSQ- sec) Security 
Electronic Satisfaction (eS) (eS-conv) Convenience  
(eS- Poff) Product offering 
(eS-P – inf) Product - information  
(eS-Site) Site design 
(eS- fin) Financial security 
(eS-C S) Customer satisfaction 
4.5 Measurement Model of the Reflective First Order Constructs 
Checking reflective constructs requires the assessment of individual indicators’ and latent 
constructs’ reliabilities, as well as the measures of convergent and discriminant validities 
(Hair et al., 2014a). An analysis was conducted using WarpPLS 5.0 (see Figure 4.2). 
Measurement theory states how the latent variables (constructs) are measured (Hair et al., 
2014). The current study employed confirmatory factor analysis. Loading and cross-loading 
of indicators for the sample is shown below (Hair et al., 2011) [Appendix D]. 
4.5.1 Reliability 
Reliability, as defined by Hair et al. (2014), is the consistency of a measure - a measure is 
reliable when it produces consistence. In terms of reliability, Table 4.5 below shows 
composite reliability coefficients taking indicator loading into consideration. The generally 
accepted for composite reliability is 0.7 or higher (Hair et al., 1992; Nunnally & Bernstein, 
1994). For the sample of online luxury consumers, all of the latent variables have composite 
reliabilities higher than 0.70. Cronbach’s alpha should be higher than 7.0. Hair (2012) states 
that Cronbach’s alpha is acceptable if it is between 0.6 and 0.7. As shown in the table below, 
the highlighted lower score was in SMMA-cus 0.63. As a result, the author confirmed that the 
composite reliability would be a more reliable measure than Cronbach’s alpha. On this basis, 
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Table 4.5 suggests that the reflective measurement instruments employed in this study have a 
satisfactory reliability. 
Table 4.5 Composite Reliability and Cronbach’s Alpha 
Constructs 
SNS
U 
ewe 
eSQ- 
reli 
eSQ- 
res 
eSQ- 
con 
eSQ-
EU 
eSQ-
prot 
eSQ-
sec 
Att Int AP 
eS-
conv 
eS- p 
off 
eS- p 
inf 
Composite 
reliability 
0.95 0.92 0.84 0.89 0.86 0.88 0.84 0.84 0.90 0.95 0.88 0.87 0.94 0.92 
Cronbach’
s alpha 
0.94 0.88 0.72 0.81 0.76 0.80 0.71 0.76 0.84 0.92 0.81 0.78 0.87 0.84 
Constructs 
eS- 
site 
eS- 
fin 
eS- 
C S 
eL 
SM
MA- 
en 
SM
MA- 
int 
SM
MA- 
tre 
SM
MA- 
cus 
PU PEU 
PBV
-soc 
PBV
-uti 
PBV
-eco 
 
Composite 
reliability 
0.86 1.00 0.95 0.93 0.92 0.88 0.86 0.84 0.86 0.86 0.90 0.83 0.89  
Cronbach’
s alpha 
0.76 1.00 0.89 0.88 0.83 0.79 0.68 0.63 0.81 0.78 0.88 0.70 0.75  
Notes: SNSU = Social network site usage, eWOM = electronic word of mouth, eSQ- reli = electronic service quality- reliability, e-Sq-res 
= electronic service quality- responsiveness, eSQ-con = electronic service quality-competence, eSQ- EU= electronic service quality-ease of 
use, eSQ - prot= electronic service quality- Portability, eSQ- sec= electronic service quality- security,  Att= Attitude, Int= Intention, AP= 
Actual purchase, eS- conv= electronic satisfaction  convenience, eS- Poff= electronic satisfaction – product offering, eS-P - inf = electronic 
satisfaction – product information, eS-Site= electronic satisfaction - site, eS- fin= electronic satisfaction -financial, eS-C S=  electronic 
satisfaction –Customer Satisfaction, eL= electronic loyalty, SMMA-en= Social marketing media activities- entertainment, SMMA-int=  
Social marketing media activities-interaction, SMMA-tre= Social marketing media activities-trendies, SMMA- cus= Social marketing media 
activities-customisation, PU= Perceived Usefulness, PEU= Perceived Ease of use, PBV-soc= Perceived Brand value- social /emotional 
value, PBV-uti= Perceived Brand value- utilitarian, PBV- eco= Perceived Brand value- Economic value. 
 
4.5.2 Convergent Validity 
Convergent validity defined by Hair et al. (2014) is the extent to which a measure correlates 
positively with alternative measures of the same construct. In order to confirm that a model is 
acceptable, convergent validity loadings should be lower than 0.05 (Hair, Black, Babin, & 
Anderson, 2009). The criterion used to identify a good convergent validity is an AVE of 
greater than 0.50 as it suggests that the latent construct can explain more than 50% of the its 
indicator’s variance (Henseler et al., 2009; Hair et al., 2011; Mackenzie et al., 2011; Peng and 
Lai, 2012; Schmiedel et al., 2014). As it shown in Appendix E, all of the loading of the 
sample were higher than 0.5 threshold and significant under 0.001 levels, meaning that the 
measurement constructs have a satisfactory convergent validity. 
4.5.3 Discriminant Validity 
Discriminant validity examines the extent to which two indicators under the same construct 
are correlated (Hair et al., 2010; Hair et al., 2014a). The reflective indicators require two 
types of validities; namely convergent and discriminant validity (Hair et al., 2011). Construct 
validity allows the researcher to ensure that the set of indicators indeed measure the latent 
construct they intend to measure (Henseler et al., 2009). Hair et al. (2010) state that validity 
explains the latent variable is represented by its indicators. 
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It can be checked by looking at the diagonal of each indicator in relation to the latent 
construct. This can be achieved through the Average Variance Extracted by the latent 
construct (AVE). The criterion used to identify a good convergent validity is an AVE of 
greater than 0.50, as it suggests that the latent construct can explain more than 50% of the its 
indicator’s variance (Henseler et al., 2009; Hair et al., 2011; Mackenzie et al., 2011; Peng & 
Lai, 2012; Schmiedel et al., 2014). This method is known as Fronell and Larcker (1981) 
criterion and it was found to be widely used in research (Ringle, Sarstedt & Straub, 2012). In 
this case, the square root of AVE of the latent construct should be higher than other 
constructs along the diagonal (Hulland, 1999; Ketkar et al., 2012; Peng & Lai, 2012). Second, 
the indicator’s loading with its latent constructs should be higher than the remaining cross 
loadings (loading with other latent variables) (Hair et al., 2011; Hair et al., 2014a; Schmiedel 
et al., 2014). In Appendix E, the square root of AVEs are given in diagonal. The principle is 
that the square root of the AVE for each latent variable should be higher than any of the 
correlations of that respective latent variable. In the sample, all of the square roots of AVEs 
are higher than the correlations of that respective latent variable. This indicates that all the 
questions in the survey were understood and answered correctly as intended. 
4.5.4 Collinearity 
Collinearity, as defined by Hair et al. (2014), is when two indicators are highly correlated. 
Besides the Validity and Reliability tests, Kock and Lynn (2012) suggest to conduct a full 
collinearity test. According to Hair et al. (2014a), collinearity occurs when two or multiple 
indicators (multicollinearity) are highly correlated (redundancy among constructs). In PLS-
SEM, Kock and Lynn (2012) recommend using the full variance inflation factor (VIF) for 
each predictor construct to assess the full collinearity. The authors also argued that a full 
collinearity test can also be used to assess the common method bias. In Table 4.6 below, 
variance inflation factor VIF scores of each dependent variable were mentioned for the online 
luxury consumers’ sample. The R-squared coefficients of the consumers’ outcome are 
between. The full collinearity check was completed and this test is based on the variance 
inflation factors for each of latent variables. The normal scores of VIF are 5 or lower. From a 
flexible perspective, VIF should be lower than 10 (Hair et al., 2009) in the online luxury 
consumers sample; the highest VIF (4.882) was recorded for the eSQ-con variable and the 
second highest was (4.162) for the e-SQ-res variable.  
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Table 4.6 Full Collinearity VIF 
Constructs 
SNS
U 
eW
OM 
eSQ- 
reli 
eSQ- 
res 
eSQ- 
con 
eSQ-
EU 
eSQ-
prot 
eSQ-
sec 
Att Int AP 
eS-
conv 
eS- p 
off 
eS- p 
inf 
Full 
collinearity 
VIF for 
construct 
 
1.30 1.61 3.15 4.16 4.88 2.88 3.31 3.70 3.59 3.49 2.00 2.27 2.74 2.28 
eS- 
site 
eS- 
fin 
eS- 
C S 
eL 
SMM
A- en 
SM
MA- 
int 
SM
MA- 
tre 
SMM
A- cus 
PU PEU 
PBV
-soc 
PBV
-uti 
PBV
-eco 
 
3.58 3.13 3.84 2.38 2.62 3.96 2.25 2.72 1.38 1.80 3.34 2.02 2.69  
Notes: SNSU = Social network site usage, eWOM = electronic word of mouth, eSQ- reli = electronic service quality- reliability, e-Sq-res 
electronic service quality- responsiveness, eSQ-con = electronic service quality-competence, eSQ- EU= electronic service quality-ease of 
use, eSQ-prot= electronic service quality- Portability, eSQ- sec= electronic service quality- security,  Att= Attitude, Int= Intention, AP= 
Actual purchase, eS-conv= electronic satisfaction  convenience, eS- Poff= electronic satisfaction – product offering, eS-P - inf = electronic 
satisfaction – product information, eS-Site= electronic satisfaction - site, eS- fin= electronic satisfaction -financial, eS-C S=  electronic 
satisfaction –Customer Satisfaction, eL= electronic loyalty, SMMA-en= Social marketing media activities- entertainment, SMMA-int=  
Social marketing media activities-interaction, SMMA-tre= Social marketing media activities-trendies, SMMA- cus= Social marketing media 
activities-customization, PU= Perceived Usefulness, PEU= Perceived Ease of use, PBV-soc= Perceived Brand value- social /emotional 
value, PBV-uti= Perceived Brand value- utilitarian, PBV- eco= Perceived Brand value- Economic value. 
4.6 Measurement Model of the Formative Second Order Constructs  
Usually, formative variables (see Table 4.7) need to be tested to check measurement COLS in 
the second order model approach, while it is necessary to test reflective variables only in the 
first order measurements (Hair et al, 2013). The first step in assessing the formative 
measurement model convergent validity is by correlating the formative measured construct 
with the reflective measure of the same construct. It is important to check formative 
indicators in the measurement models very carefully because it will affect the entire analysis 
and the results could be put into doubt. Researchers need to conduct a comprehensive 
evaluation of the results of formative measurement second order model (see Figure 4.3). 
Evaluation of formative second order model is achieved by assessing the indicator weights 
and loadings.   
Table 4.7 First and Second Order Variables 
Second Order Variables First Order Components 
Perceived Brand Value (PBV) 
Social/emotional value, utilitarian value, economic 
value 
Social media marketing activates (SMMA) Entertainment, interaction, trendiness, Customisation 
Electronic Service Quality (eSQ) 
Reliability, responsiveness, competence, ease of use, 
product portfolio, security 
Electronic Satisfaction (eS) 
Convenience, merchandising-product offering, 
merchandising-product information, site design, 
financial security, customer satisfaction 
 
Many researchers mystically distinguish reflective measurement model evaluation criteria to 
evaluate the quality of formative measures in PLS-SEM studies in the strategic management 
and marketing disciplines (Hair et al, 2014). Moreover, to measure formative we exclude all 
stages associated with reflective, such as consistency reliability concept which is 
inappropriate, and convergent validity and discriminant validity which are not important 
when formative indicators and their weights are involved (see Table 4.8). 
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Table 4.8 Indicator Weights and VIFs 
Constructs Weights P-Values VIF 
Iv_PBV_soc_2 0.402 <0.001 2.875 
Iv_PBV_uti_2 0.357 <0.001 1.706 
Iv_PBV_eco_2 0.384 <0.001 2.373 
Iv_SMMA_en_2 0.294 <0.001 2.484 
Iv_SMMA_int_2 0.311 <0.001 3.329 
Iv_SMMA_tre_2 0.280 <0.001 2.038 
Iv_SMMA_cus_2 0.279 <0.001 1.936 
Iv_eSQ_reli_2 0.205 <0.001 2.072 
Iv_eSQ_res_2 0.208 <0.001 2.432 
Iv_eSQ_con_2 0.199 <0.001 2.054 
Iv_eSQ_E U_2 0.217 <0.001 2.840 
IV_eSQ_Prot_2 0.215 <0.001 2.715 
Iv_eSQ_sec_2 0.200 <0.001 2.028 
Iv_eS_conv_2 0.189 <0.001 2.879 
Iv_eS_P off_2 0.195 <0.001 3.829 
Iv_eS_P inf_2 0.198 <0.001 4.121 
Iv_eS_site_2 0.186 <0.001 2.610 
Iv_eS_fin_2 0.189 <0.001 2.922 
Iv_eS_C S_2 0.190 <0.001 2.875 
Notes: Iv_PBV-soc_2= Perceived Brand value- social /emotional value second order, Iv_PBV-uti_2= Perceived Brand value- utilitarian 
second order, Iv_PBV- eco_2= Perceived Brand value- Economic value second order , Iv_SMMA-en_2= Social marketing media activities- 
entertainment second order, Iv_SMMA-int_2=  Social marketing media activities-interaction second order, Iv_SMMA-tre_2= Social 
marketing media activities-trendies second order , Iv_SMMA- cus_2= Social marketing media activities-customisation second order ,  
Iv_eSQ- reli_2 = electronic service quality- reliability second order, Iv_e-Sq-res _2= electronic service quality- responsiveness second order, 
Iv_eSQ-con_2 = electronic service quality-competence second order , Iv_eSQ- EU_2= electronic service quality-ease of use second order , 
IV_eSQ-prot_2= electronic service quality- Portability second order , Iv_eSQ- sec_2= electronic service quality- security second order , 
Iv_eS-conv_2= electronic satisfaction  convenience second order, Iv_eS- Poff_2= electronic satisfaction – product offering second order,  
Iv_eS-P - inf _2= electronic satisfaction – product information second order, Iv_eS-Site_2= electronic satisfaction – site second order, Iv_ 
eS- fin_2= electronic satisfaction –financial second order l ,Iv_ eS-C S_2=  electronic satisfaction –Customer Satisfaction second order. 
To evaluate formative measurement indicators, collinearity of indicators (VIF) value is stated 
in the table above; the higher value is 4.121 and the lower value 1.706, which is within the 
five threshold indicating absence of collinearity issues. Each indicator's weight (relative 
importance) and outer loading (absolute importance) is examined and bootstrapping used to 
assess their significance. All of the cross-weights are zero because of the way they are 
calculated through the PLS regression. Table 4.8 shows that all of the formative indicators’ p-
values for the weights associated with the latent variables are significant (p-values of all 
indicators are lower than 0.05). The outer loading of these indicators has value of <0.001 
which indicate the significance of their outer loading. The analysis of outer weights 
concludes the evaluation of the formative measurement models. 
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Figure 4.2 COLS Model in PLS-SEM Representation (First Order) 
4.7 The Structural Model Results 
Having assessed the measurement model and ensured the reliability and validities of all 
constructs applied in this study (first and second order), the next step is to analyse the 
structural model in order to assess the relationships between the investigated variables. 
Hanseler et al. (2009) acknowledge that a reliable and valid measurement model is the basis 
of an accurate estimate of the structural model. It is argued that the main steps to assess the 
structural model are first to evaluate the significance and relevance of the structural 
relationships, second to assess the values of R², third to evaluate the effect size f
2
 and finally 
to review the Q
2
 (Hair et al., 2014b). The aim of the structural model is to examine the fit of 
the hypothesised research model (Schreiber et al., 2006). Figure 4.3 shows the hypothesised 
structural model, illustrating the latent variables of the current study and their indicators. In 
this study, the structural model examines the impact on attitude (Att) from the external 
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variables (electronic service quality eSQ, electronic word of mouth eWOM, perceived 
usefulness PU, perceived ease of use PEU, social network site usage SNNAU, social media 
marketing activates SMMA, perceived brand value PBV). Also examined is the impact of 
attitude (Att) to Intention (Int), actual purchase (AP), electronic satisfaction (eS), and 
electronic loyalty (eL).  Further, the relationships are examined between intention (Int) and 
actual purchase (AP), actual purchase (AP) with eSatisfaction (eS), and eSatisfaction (eS) 
with eLoyalty (eL). 
 
The WarpPLS software 5.0 used in this study provides five model fit indices (see Table 4.9): 
the average path coefficient (APC), average R
2
 (ARS), average adjusted R
2
 (AARS), average 
variance inflation factor (AVIF), and average full collinearity VIF (AFVIF). For the APC, 
ARS, and AARS, p-values are also provided. When measuring the model’s fit with the data, 
the following standards are recommended: 1) It is recommended that the p-values for the 
APC, ARS, and AARS should be less than 0.05, that is, significant at the 0.05 level. 2) It is 
recommended that the AVIF and AFVIF be less than 5 (Kock, 2012).  
4.7.1 Model Fit Indices 
Assessing the model fit in the PLS-SEM is illustrated through three indices, namely average 
path coefficient (APC), average R
2
 (ARS) and average variance inflation factor (AVIF). 
Kock (2011) suggests that for a satisfactory model fit indices, both p-values of APC and 
ARAs for the overall goodness-of-fit measures (GoF), a number of authors have argued that 
this may not be relevant in PLS-SEM (Chin, 1998; Hulland, 1999; Hair et al., 2013). In fact, 
Chin (1998) explains that such a measure only considers reflective constructs and hence 
when using the PLS-SEM which allows both formative and reflective indicators, the 
goodness measure become irrelevant.  
 
Table 4.9 shows that the APC’s criterion value is 0.272 with a related significance of 
P<0.001. While the ARS’s criterion value is 0.453 with a related significance of P=0.001, and 
the AARS related significance with 0.448. Finally, the AVIF’s criterion value is 1.522, which 
is lower than 5 and the AFVIF criterion value is 2.009 less than 5. Therefore, it can be 
concluded that the five measures for the model fit and quality indices are met in the existing 
study. 
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Table 4.9 Model Fit and Quality Indices 
Average path coefficient 
(APC)=0.275 
P<0.001  
Average R-squared 
(ARS)=0.453 
P<0.001  
Average adjusted R-squared 
(AARS)=0.448 
P<0.001  
Average block VIF 
(AVIF)=1.522 
acceptable if <= 5 ideally <= 3.3 
Average full collinearity VIF 
(AFVIF)=2.009 
acceptable if <= 5 ideally <= 3.3 
4.7.2 The Path Analysis 
The structural model (inner model) is used to measure the causal relationships among the 
constructs, and these relationships among latent variables are hypothesised, linked with the 
literature review, and justified. It is recommended that researchers evaluate the structural 
model by testing path coefficients in terms of their importance and their significance, or p-
values (Henseler et al., 2009; Kock, 2012). Moreover, the p-value associated with each path 
coefficient is substantial for the purpose of examining hypotheses. In addition, the p-value 
does not just show the power of the relationship which is already given by the path 
coefficient itself, but also the strength of the examination. In addition, it is essential for 
interpreting the results of the research (Kock, 2012). Moreover, the path coefficient and 
significance of p-value (p < 0.05) support the proposed empirical relationship between 
constructs. Then again, the path coefficients with insignificant p-value (p > 0.05) do not 
support the hypothesis (Vinzi et al., 2010). Additionally, the Beta coefficient ‘β’ is used 
frequently to indicate path coefficient. 
 
After accomplishing sufficient evaluation of the measurement model, the next step is to 
assess the structural model estimates. Hair et al. (2011) state that R² value and the levels and 
significance of the path coefficients are the most important assessment criteria for a structural 
model.  In addition, the R² is used to evaluate the explanatory power of the structural model 
in the dependent and independent constructs (Kline, 2010). For dependent constructs, the 
values of R² ought to be between 0 and 1, and also the high value of R² explains the greater 
the percentage of variance (Vinzi et al., 2010). For independent constructs, Hair et al. (2011) 
stress that R² values for the independent constructs in a structural model could be described 
as substantial 0.75, moderate 0.50 and weak 0.25; Henseler et al. (2009) recommend labelling 
R² measure of independent latent construct in the inner path model as substantial 0.67, 
moderate 0.33, and weak 0.19; whereas Roldán and Sanchez-Franco (2012) recommend that 
R² measures should be at least 0.10.  
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As a consequence, it is also recommended that researchers estimate path coefficients in terms 
of their importance and their significance, or p-values (Henseler et al., 2009; Kock, 2012). 
Further to this evaluation, changes in the R² are also known as the effect size test (f²); these 
are provided for each path coefficient. Effect sizes can be defined as the amount of 
substantive impact of each independent construct on the dependent construct. The power of 
the substantive effect of an independent construct can be estimated as follows: effect size f² = 
(R² included - R² excluded) / (1 - R² included) (Henseler et al., 2009, p.303); values of 0.02, 
0.15, and 0.35 can be viewed as indicating that an independent latent variable has a low, 
moderate or large effect at the structural level (Roldan & Sanchez-Franco, 2012). Values 
below 0.02 indicate that the effects are too small to be considered relevant from a practical 
point of view, even when the corresponding P-values are statistically significant; this 
situation may occur with large sample sizes. Table 4.10 provides a summary of the effect size 
result (Sanchez-Franco, 2012). Values below 0.02 indicate that the effects are too small to be 
considered relevant from a practical point of view, even when the corresponding P-values are 
statistically significant; this situation may occur with large sample sizes. Table 4.10 provides 
a summary of the effect size result. 
Table 4.10 Path Coefficients, P-Values and R-Squares for COLS Model 
H Relationships 
 
Β 
 
P-values 
 
f² 
 
Assessment 
H1 
Electronic Service quality 
(eSQ)  Attitude (Att) 
0.50 <0.01 0.30 Positive significant and large 
H2 
electronic word of mouth 
(eWOM)  Attitude (Att) 
-0.00 0.49 0.00 Non-significant 
H3 
Perceived usefulness (PU) 
 Attitude (Att) 
0.05 0.19 0.01 Non-significant 
H4 
perceived ease of use 
(PEU)  Attitude (Att) 
-0.01 0.39 0.00 Non-significant 
H5 
Social network site usage 
(SNNAU)  Attitude 
(Att) 
0.14 0.00 0.04 
Positive significant and 
moderate 
H6 
Social media marketing 
activates (SMMA)  
Attitude (Att) 
0.12 0.01 0.04 
Positive significant and 
moderate 
H7 
perceived brand value 
(PBV)  Attitude (Att) 
0.09 
 
0.04 0.03 
Positive significant and 
moderate 
H8 
Attitude (Att)  Intention 
(Int) 
0.72 <0.01 0.52 Positive significant and large 
H9 
Attitude (Att)  Actual 
purchase (AP) 
0.36 <0.01 0.18 Positive significant and large 
H10 
Attitude (Att)  electronic 
satisfaction (eS) 
0.50 <0.01 0.22 Positive significant and large 
H11 
Attitude (Att)  electronic 
loyalty (eL) 
0.43 <0.01 0.28 Positive significant and large 
H12 
Intention (Int)  (AP) 
Actual purchase (AP) 
0.24 <0.01 0.11 
Positive significant and 
moderate 
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Furthermore, the structural model should also be measured by examining the Q
2
 coefficients 
that are used to examine the predictive validity associated with each dependent variable in the 
model. A Q2 coefficient higher than zero (Q² > 0) suggests that the model is considered to 
have predictive validity, whilst Q
2
 coefficients lower than zero (Q² < 0) indicates a lack of 
predictive validity (Chin, 1998). Additionally, Q² and R² are provided only for dependent 
variables; Q² reflect validity, and R² reflect the percentage of explained variance. Table 4.11: 
Q² coefficients for dependent variables and R² 
 
To simplify the study findings, the following discussion is divided into four main points: 
(1) The relationships from external variables which are electronic service quality (eSQ), 
electronic word of mouth (eWOM), perceived usefulness (PU), perceived ease of use 
(PEU), social network site usage (SNNAU), social media marketing activities 
(SMMA), perceived brand value (PBV) to attitude (Att); 
(2) The relationships between attitude (Att) and intention (Int), actual purchase (AP), 
electronic satisfaction (eS), and electronic loyalty (eL);  
(3) The interactions between independent variables which are intention (Int) with actual 
purchase (AP), actual purchase (AP) with eSatisfaction (eS), and eSatisfaction (eS) 
with eLoyalty (eL); 
(4) The results of the complete mediation model.  
 
4.7.3 Predictive Validity (Relevance) 
It is important to assess the predictive relevance of the independent latent variables (Stone-
Geisser’s Q² test) (Kock, 2012; Roldan & Sanchez-Franco, 2012). It is claimed that a Q² 
larger than 0 means that the model has predictive relevance, whereas a Q² lower than 0 
implies that the model is deficient in predictive relevance (Hair et al., 2011; Roldan & 
Sanchez-Franco, 2012). Table 4.11 demonstrates that the Q
2 
coefficients for the predictive 
relevance (validity) associated with each latent variable block in the model, though the 
dependent latent variables are all larger than 0, which indicates that the model has predicative 
relevance.  
 
H13 
Actual purchase (AP)  
electronic satisfaction 
(eS)) 
0.30 <0.01 0.16 Positive significant and large 
H14 
electronic satisfaction (eS) 
 electronic loyalty (eL) 
036 <0.01 0.32 Positive significant and large 
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Table 4.11 Q² Coefficients for Dependent Variables and R² 
 
This study is concerned with assessing fourteen hypotheses. The first part is the external 
variables. The first part is the external variables. Following on from the Figure 4.3 and Table 
4.12 provides a summary of the results. 
 
Figure 4.3 COLS Model in PLS-SEM Representation (Second Order) 
 
 
Table 4.12 Summary of Results for COLS Model 
Q² coefficients for dependent variables and R² 
Dependent Latent Variables R² Q² coefficient Assessment 
Attitude (Att) 0.43 0.44 Moderate effect 
Intention (Int) 0.52 0.52 Moderate effect 
Actual Purchase (AP) 0.31 0.30 Moderate effect 
Electronic Satisfaction (eS) 0.49 0.50 Moderate effect 
Electronic Loyalty (eL) 0.51 0.486 Moderate effect 
H Hypothesis 
Supported/Not 
Supported 
H1 Electronic service quality has a positive impact on consumer attitude toward online luxury shopping. Supported 
H2 Electronic word of mouth has a positive impact on consumer attitude toward online luxury Not Supported 
H3 Perceived usefulness has a positive impact on consumer attitude toward online luxury shopping. Not Supported 
H4 Perceived ease of use has a positive impact on consumer attitude toward online luxury shopping. 
 
Not Supported 
H5 Social network sites usage has a positive influence on consumer attitude toward online luxury shopping. Supported 
H6 Social media marketing activities has a positive impact on consumer attitude towards online luxury 
shopping. 
Supported 
H7 Perceived brand value has a positive impact on consumer attitude towards online luxury shopping. Supported 
H8 Consumer’s attitude has a positive impact on intention to purchase online luxury shopping. Supported 
H9 Consumer’s attitude has a positive impact on actual purchase on online luxury shopping. Supported 
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a) The Relationships between the External Factors and Attitude 
This study examined seven hypotheses dealing with the effects of electronic service quality, 
electronic word of mouth, perceived usefulness, perceived ease of use, social network site 
usage, social media marketing activities, and perceived brand value on consumer attitude 
towards the purchase of online luxury shopping. The analysis of the collected data shows that 
all the research variables mentioned above have a significant positive impact on consumer 
attitude (Att) towards the purchase of online luxury shopping in different degrees. On the 
other hand, three variables were non-significant (electronic word of mouth, perceived 
usefulness, perceived ease of use). Within this regard, the largest effect size was associated 
with significant positive effect at 1% of eSQ on Att (f²=0.305) with the path coefficients 
(β=0.50.p˂.01), whereas there were significant effects at 5% from PBV on Att (f²=0.034) 
with the path coefficients (β=0.09. p˂.01); also SNSU on Att (f²=0.046) with the path 
coefficients (β=0.14.p˂.01). There was a significant path at 5% from SMMA on Att (f²=0.040) 
with the path coefficients (β=0.12.p=0.02). However, there were non-significant paths of PU 
on Att (f²=0.014) with the path coefficients (β=0.02. p=0.19), PEU on Att (f²=0.005) with the 
path coefficients (β=0.02. p=0.39) and eWOM on Att (f²=0.00) with the path coefficients 
(β=0.00. p=50). Based on the results shown in Table 10, hypotheses H1, H2, H3 and H4 were 
accepted, and H5, H6 and H7 were rejected. 
 
b) The Relationships between the Mediating Variable (Att) and the Purchase Life Cycle 
This part analysed the effect of attitude on the dependent variables - intention, actual 
purchase, electronic satisfaction and electronic loyalty. Att had a significant effect on Int, as 
the effect size was the highest rate among all the dependent relationships (f²=0.524) with the 
path coefficients (β=0.72. p˂.01). There was a significant path from Att on AP f²=0. 189) 
with the path coefficients (β=0.36. p˂.01). Furthermore, Att on eS has second larger effect 
size rate on eS (f²=0. 327) with the path coefficients (β=0.50. p˂.01). Att on eL also has a 
significant path (f²=0.282) with the path coefficients (β=0.43. p˂.01). Therefore, these results 
shown in table 4.10 supported hypothesis H8, H9, H10 and H11 and were accepted without 
doubt.  
H10 Consumer’s attitude has a positive impact on electronic satisfaction on online luxury shopping. Supported 
H11 Consumer’s attitude has a positive impact on electronic loyalty on online luxury shopping. Supported 
H12 Consumer’s intention has a positive impact on actual purchase on online luxury shopping. Supported 
H13 Consumer’s actual purchase has a positive impact on electronic satisfaction on online luxury shopping. Supported 
H14 Consumer’s electronic satisfaction has a positive impact on electronic loyalty on online luxury shopping. Supported 
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c) Interactions within the Purchase Lifecycle 
Notably, attitude has a significant effect on intention, actual purchase, electronic satisfaction 
and electronic loyalty. It is highly important to test the interactions and relationships between 
the purchase life cycle variables in order to identify the consequences within the purchase life 
cycle. The analysis of the collected data shows that all the research variables between 
intention on actual purchase, actual purchase on electronic satisfaction and electronic 
satisfaction on electronic loyalty have a significant positive impact on each other. Within this 
regard, e-satisfaction showed the most positive impact on e-loyalty (f²=0.229) with the path 
coefficients (β=0.36. p˂.01), followed by actual purchase on e-satisfaction (f²=0.164) with 
the path coefficients (β=0.30. p˂.01), and the last relationships between e-satisfaction on e-
loyalty (f²=0.119) with the path coefficients (β=0.36. p˂.01). Therefore, these results shown 
in table 4.10 support hypothesis H12, H13, H10 and H14 and were accepted completely. 
4.8 Direct and Indirect Effects (Mediation Test) 
A mediator is defined by Hair et al. (2014a) as a variable that represents and explains the 
relation between an independent variable and dependent variable in which a mediator 
variable, to some extent, engages to the effect of an exogenous on an endogenous latent 
variable in the PLS path model. In this study, the consumer attitude mediation can be partial 
or full (complete). The direct relationship between the dependent variable and independent 
variable is significant, and is insignificant when the mediating variable (which is consumer 
attitude as stated in this study) becomes indirect. However, when the direct and indirect 
relationship significant, the mediation here is considered partial (Kock, 2013). 
According to Hair et al. (2014a), assessing a mediating analysis should follow the procedure 
based on the following steps: 
(1) When the mediator affects the dependent and independent variables, and this 
relationship is significant, the researcher can move onto the second step. 
(2) Include the mediator variable in the relationship, and measure the significance of the 
indirect effect - if it is significant and the direct effect remains significant too, then 
partial mediation can be concluded. Nevertheless, if the indirect effect is significant 
and the direct effects become non-significant, then the researcher concludes a full 
mediation. Finally, if the indirect effect is non-significant, this means there is no 
mediation. 
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In this study, consumer attitude is hypothesised to be mediating the relationship between 
external variable factors which are social media marketing activities, social network site 
usages and perceived brand value, and intention. This researcher chooses intention among 
other purchase life cycle to answer the research question. Table 4.13 illustrates the different 
steps applied to this study in order to detect a mediating effect. 
Table 4.13 Results of the Complete Mediation Tests 
Steps Path coefficient (β)  P-Value Assessment 
Step1: SMMAInt (Direct) 
0.023 p.01 Significant 
Step2: SMMAInt (Direct) 
SMMAInt 
(Indirect through Attitude) 
0.02 0.037 Non-Significant 
0.242 p.01 Significant 
 
Step1: PBVInt (Direct) 0.33 p.01 Significant 
Step2: PBVInt (Direct) 
PBVInt 
(Indirect through Attitude) 
0.09 0.06 Non-Significant 
0.253 p.01 Significant 
 
Step1: eSQInt (Direct) 0.62 p.01 Significant 
Step2: eSQInt (Direct) 
eSQInt 
(Indirect through Attitude) 
0.029 p.01 Significant 
0.336 p.01 Significant 
 
Step1: SNSUInt (Direct) 0.22 p.01 Significant 
Step2: SNSUInt (Direct) 
SNSUInt 
(Indirect through Attitude) 
0.01 0.45 Non-Significant 
0.230 p.01 Significant 
Note: Step 1: without the inclusion of the mediator; Step 2: with mediator 
Table 4.13 shows the results of the complete mediation test of consumer attitude towards the 
purchase of online luxury fashion brands. It can be concluded that the path coefficient 
relationship between external variables and intention is fully mediated by consumer attitude. 
This result is in accordance with the model whereby the indirect effect is completely 
mediated in social media marketing activities, social network site usage and perceived brand 
value. This means that consumer attitude can be considered a critical factor in the relationship 
between the external variable factors and intention as a dependent variable. Nonetheless, with 
respect to electronic service quality, it can only be argued that a partial mediation effect has 
taken place, meaning that the use of eSQ can directly and indirectly affect the consumer 
attitude. 
4.9 Summary  
This chapter described the responses of the study’s participants regarding online luxury 
shopping in the COLS model. The PLS-SEM statistical analysis has validated the study’s 
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conceptual COLS model, and there are some fundamental differences between the conceptual 
framework (see Figure 2.1) and the evaluated COLS model based on empirical findings, as 
shown in Figure 4.4. The key differences are based around the external factors and the 
mediation test. 
 
Note: H-Sig (Hypothesis significant), H: Non-Sig (Hypothesis Non-significant) 
Figure 4.4– The Evaluated COLS Model 
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Table 4.14 shows the key differences between the conceptual COLS model and the evaluated 
COLS model. 
Table 4.14 The Differences between Conceptual COLS Model and the Evaluated COLS 
Model 
COLS components Differences 
 Conceptual COLS framework  The evaluated COLS framework 
External factors  (e-service quality, perceived ease of 
use, perceived usefulness, e-wom, 
social network site usage, social media 
marketing activities, and perceived 
brand value) are positively significant 
with consumer attitude 
Only (E-service quality, social network 
site usage, social media marketing 
activities, and perceived brand value) 
significant positive on consumer 
attitude. 
(e-wom, perceived ease of use, and 
perceived usefulness) non-significant 
on consumer attitude. 
External factors 
with intention 
through consumer 
attitude (mediation) 
(e-service quality, perceived ease of 
use, perceived usefulness, e-wom, 
social network site usage, social media 
marketing activities, and perceived 
brand value) are fully mediated by 
consumer attitude 
 (social network site usage, social 
media marketing activities, and 
perceived brand value) Fully mediated 
by consumer attitude. 
 (e-SQ) partial mediation by consumer 
attitude 
 
Consequences of 
consumer attitude 
with purchase life 
cycle 
Consumer attitude affect positively to 
(intention, actual purchase, e-
satisfaction, and e-loyalty) 
No differences occurred 
Purchase life cycle (intention with actual purchase), (actual 
purchase with e-satisfaction, and (e-
satisfaction with e-loyalty) significant 
positive 
No differences occurred 
 
In addition to the above table, the differences between the conceptual COLS model and 
the evaluated COLS model can be listed in detail as follows: 
 Not like in the conceptual COLS model, there is a clear demarcation of the 
applicability of external factors to consumer attitude in the evaluated COLS model. 
Some factors are only applicable for conceptual COLS model. 
 The conceptual COLS model demonstrates that only some external factors introduced 
based on literature, as seen in Figure 4.4 (e-service quality, social network site usage, 
social media marketing activities, and perceived brand value) positively and 
significantly impact on consumer attitude, other external factors (e-wom, perceived 
ease of use, and perceived usefulness) do not have significantly affect consumer 
attitude. However, Figure 4.4 shows clear association of external factors with 
consumer attitude based on empirical data. 
 There was a full mediation in the conceptual COLS model between the external 
factors and purchase intention through consumer attitude. However, in the evaluated 
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COLS model these external factors are not applicable due to non-significant 
relationships. In addition, findings revealed that e-service quality of determinant is 
partial mediated by consumer attitude, meaning that it is significant with or without 
consumer attitude.  
 Purchase life cycle was introduced to the conceptual COLS model based on literature 
(See Figure 4.4). Empirical findings supported that consumer attitude has a significant 
association with purchase life cycle components.  
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Chapter 5 Multi-group Analysis 
5.1 Introduction 
This chapter provides a comprehensive multiple group analysis that complements the PLS-
SEM analysis presented in Chapter 4. The multi-group analysis of this study chooses: country 
comparison between the UK and USA, the gender (male and female), and the online 
experience comparison (intermediate and advanced). The reason for a multi-group analysis is 
to discover whether there are any significant differences between the three groups (Mosteller 
et al. 2014). This chapter extends the analysis based on the results from Chapter 4, 
specifically the measurement model that reviews how well the variables involved in the study 
are measured, and the structural model that assesses the relationships between these variables. 
The measurement model is based on the assessment of the reliabilities and validities of the 
first and second order constructs, whereas the structural model examines the path coefficients, 
p-values, R-squares, and effect sizes in order to support or reject the relationships 
hypothesised in Chapter 4. Even though common method bias has already been assessed in 
Chapter 4, it was only checked individually for each group, hence can go unnoticed and bias 
the comparison when multi-groups are involved. The results obtained in this chapter are 
based on the data collected from consumers purchasing online luxury shopping which 
represent the COLS model, in the two selected countries, namely the UK and USA, gender, 
and internet experience level. The sample size for the UK was 165 and for the USA was 148; 
in terms of gender, 161 respondents were male and 152 were female; and when asked about 
their online experience, 87 stated intermediate and 224 considered themselves being 
advanced in their experience. To avoid such scenario, equivalence of measurement models 
needs to be checked and established before comparing the structural models. In this case, p-
values should be greater than the significance threshold. 
5.2 Descriptive Statistics  
Prior to proceeding to the multi-group analysis, it is necessary to first undertake a descriptive 
analysis (descriptive statistics) of the data samples. According to Zikmund et al. (2010), a 
descriptive analysis allows the researcher to describe the basic characteristics of the 
investigated sample. In this sub-section, sample characteristics, non-response bias, data 
distributions, missing values and outliers are assessed. 
107 
  
 
This section reports the gender, age, education, occupation, annual income, online shopping 
experience, amount of luxury fashion goods purchased within the last six months, and money 
spent on one luxury item for each country. Appendix F presents these characteristics 
simultaneously to provide an overall insight, while the following sub-sections review these 
separately in more detail. 
 
a) Gender 
The consumer’s gender was used to measure the consumer’s online luxury shopping. This 
demographic information reveals that a higher number of participants between the two 
countries, as seen in Figure 5.1, male in the USA were the highest (54.7%), whereas females 
in UK had the highest percentage (51.5%). 
 
 
 
 
 
 
 
 
 
 
Figure 5.1 Consumers Online Luxury Shopping (COLS) - Gender 
b) Age 
The consumers’ age was used to measure the average age between both UK and USA who 
were buying online luxury shopping. Figure 5.2 shows the breakdown of the consumers’ 
online luxury shopping. In the UK, the majority of surveyed consumers (25.5%) were from 
the 25-31 age range, which was only slightly higher than those from the USA at 21.6%. 
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Figure 5.2 Consumers’ Online Luxury Shopping (COLS) - Age Groups 
 
 
c) Education  
For both countries, the sample included consumers’ education from different levels, these 
included high school diploma, Bachelor’s degree, Master degree, PhD and other. As 
illustrated in Figure5.3, most of the participants were well-educated and held a Bachelor’s 
degree; 42.4% in the UK and 41.9% in the USA, so there was only a slight difference 
between them. In contrast, the PhD holders had the minimum percentage both in the UK 
(1.2%) and in the USA (4.1%). 
 
 
 
 
 
 
 
 
 
Figure 5.3 Consumers Online Luxury Shopping (COLS) - Education 
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d) Occupation 
Figure 5.4 shows the studied sample occupation, the highest was in the USA, where 99.3% of 
the respondents were students; whereas in the UK, full time employees (61.2%) made up the 
majority.  
 
 
 
 
 
 
  
 
Figure 5.4 Consumers Online Luxury Shopping (COLS) - Occupation 
e) Annual Income 
Figure 5.5 illustrates the annual income of both UK and USA respondents. It can be seen that 
both countries averaged similar annual income. The highest is the red colour in the pie chart 
(Fig. 5.5) – UK £50,000-£79,999 = USA $84,000-$134,398 in the USA (51%) and in the UK 
(44%). In contrast, the lowest percentage in annual income is the blue colour in the pie chart 
(UK under GBP £15,000 = USA under USD $29,999) and was 1% in both countries. 
  
Figure 5.5 Consumers Online Luxury Shopping (COLS) - Annual Income 
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f) Online shopping experience 
Figure 5.6 illustrates the online shopping experience of both UK and USA respondents. More 
than half of the respondents were advanced in using the internet for shopping, with 72.7% in 
the UK and 70.3% in the USA. Figure 5.6: Consumers online luxury shopping (COLS) online 
shopping experience. 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.6 Consumers Online Luxury Shopping (COLS) - Level of Internet Experience 
 
g) Purchase luxury online shopping within last 6 months 
Figure 5.7 illustrates the purchase luxury online within six months of both UK and USA 
respondents. Regarding the amount of luxury fashion goods purchased within the last six 
months, 39.2% of participants from the USA bought between 1 and 4 items, and in the UK 
the amount were 4 to 6 items at 37%.  
 
 
 
 
 
 
 
 
Figure 5.7 Consumers Online Luxury Shopping (COLS) - Purchase History 
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h) Amount spent on one luxury fashion item 
Figure 5.8 illustrates the money spent of both UK and USA respondents. More than half of 
the participants in the UK spent between £150 and £499.99 on one luxury fashion item 
(55.8%), while in the USA 47.3% of respondents spent the same amount ($300 - $900.99). 
 
 
Figure 5.8 Consumers Online Luxury Shopping (COLS) - Money Spent 
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i) Type of luxury online purchase 
Figure 5.9 illustrates the type of luxury online purchase of both UK and USA respondents. 
Respondents from both countries most often purchased clothes in their online luxury 
shopping; the UK percentage was 70.9% and the USA was 66.9%. 
Overall, some slight differences are noted in the samples’ characteristics from the two 
countries. It is logical that there are no massive differences between the developing countries 
in terms of using internet for buying online luxury goods, and it is common to find the result 
quite similar in terms of respondents’ demographics and buying experience. 
Figure 5.9 Consumers Online Luxury Shopping (COLS) - Types of Luxury Online Purchase 
5.5 Multi-group Analysis (MGA) 
Multi-group analysis is a type of analysis that can employ standard errors for path 
coefficients is what is often referred to as a multi-group analysis (Kock 2013). This section 
deals with the results obtained from the country comparison, gender comparison, and online 
experience of using internet for online luxury shoppers’ samples. Kock (2014) argues that 
differences in the path coefficients between the compared models could be caused artificially 
by measurement differences. In fact, even though common method bias has already been 
assessed in this study, it was only checked individually for each group and hence could go 
unnoticed, and bias the comparison when multi-groups are involved. To avoid such a 
scenario, equivalence of measurement models needs to be checked and established before 
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comparing the structural models. In this case, p-values should be greater than the significance 
threshold. 
Comparing two groups in two different countries, comparing gender, and looking at online 
experience of using the internet, is conducted in a similar way at both the measurement and 
structural models. First, a pooled standard error is calculated for each path coefficient pair (at 
the structural model) and weight pair (at the measurement model) using the following 
equations. If the standard errors are similar in both compared models (pooled method): 
 
 
 
Where: 
𝑁1 is the sample size for the UK, 𝑁2 is the sample size for the USA, 𝑆1 is the standard error 
for the path coefficient in the UK, and 𝑆2 is the standard error for the path coefficient in the 
USA. 
If the standard errors are different in both compared models (Satterthwaite method): 
 
 
 
Second, the critical ratio T s calculated using the following formula: 
𝑇12= (𝛽1−𝛽2)/𝑆12 
The obtained T ratio is then used to identify the p-value associated with it. This p-value 
reveals whether there is any difference between the path coefficients (Keil et al., 2000, Kock, 
2014).  
1) Country-based MGA 
The comparison of the results obtained from UK and USA online luxury shopping samples is 
conducted at both measurement and structural models. In the present study, the Satterthwaite 
method (Kock 2014) is used to calculate the pooled standard errors. This is owing to the fact 
that the standard errors in the UK and the USA samples were found to be different (0.063, 
0.066 respectively). However, Kock (2014) recognises that although such a method is not 
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widely used as it yields slightly higher values for the pooled standard errors, the differences 
are generally minor. Table 5.1 shows the weight comparison of the constructs included in the 
final model. In addition, Appendix G shows the weight comparison of the constructs 
included in the final model. 
As it could be seen from Table 5.1, the paths recording statically similarities between the two 
investigated countries were the relationship between the external factors, attitude with 
purchase life cycle and purchase life cycle on the COLS model. It can therefore be argued 
that both countries have similar results. This leads to the conclusion that online luxury 
consumers in the UK had similar impact on the buying online luxury shopping as in the USA. 
Concerning the differences, only the AP to eS and the eS to eL are significantly different 
between the two countries.  In the USA the effect is significantly higher than in the UK. 
As can be seen from Table 5.1, all the p-values were statistically non-significant meaning that 
there was invariance between the measurement models applied in the two countries. This 
confirms that the measures used in the survey were equal in both countries. Hence, the 
comparison of the path coefficients can be conducted. Table 5.1 illustrates the path 
comparison and their p-values. 
Table 5.1 Country Comparison 
Relationships Path Coefficients 
UK 
UK SE Path Coefficients 
US 
USA  SE P-Value 
External Factors 
Electronic Service 
Quality (eSQ)  
Attitude (Att 
 
0.48 
0.06  
0.47 
0.06 0.45 NS 
Electronic Word of 
Mouth (eWOM)  
Attitude (Att 
0.06 0.06 0.04 0.06 0.40 NS 
Perceived Usefulness 
(PU)  Attitude (Att 
0.11 0.06 0.18 0.066 0.20 NS 
Perceived Ease of 
Use (PEU)  
Attitude (Att) 
0.00 0.063 -0.02 0.066 0.40 NS 
Social Network Site 
Usage (SNNAU)  
Attitude (Att) 
0.10 0.063 0.15 0.066 0.27 NS 
Social Media 
Marketing activitites 
(SMMA)  Attitude 
(Att) 
0.06 0.06 0.13 0.06 0.20 NS 
Perceived Brand 
Value (PBV)  
Attitude (Att) 
0.07 0.06 0.06 0.06 0.45 NS 
Attitude with Purchase Life Cycle 
Attitude (Att)  
Intention (Int) 
0.68 0.06 0.75 0.06 0.20 NS 
Attitude (Att)  
Actual Purchase 
0.36 0.06 0.42 0.06 0.24 NS 
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(AP) 
Attitude (Att)  
Electronic 
Satisfaction (eS) 
0.52 0.06 0.45 0.06 0.20 NS 
Attitude (Att)  
Electronic Loyalty 
(eL) 
0.47 0.06 0.45 0.06 0.40 NS 
Purchase Life cycle 
Intention (Int)  
(AP) Actual 
Purchase (AP) 
0.18 0.06 0.27 0.06 0.14 NS 
Actual Purchase 
(AP)  Electronic 
Satisfaction (eS) 
 
0.18 0.06 0.39 0.06 0.00*** 
Electronic 
Satisfaction (eS)  
Electronic Loyalty 
(eL) 
0.27 0.06 0.40 0.06 0.00*** 
***Significant at 1%; **Significant at 5%; *Significant at 10%; NS Non-significant 
2) Gender-based MGA 
The gender comparison of the results obtained from online luxury shopping samples is 
conducted at both measurement and structural models. This study used the Satterthwaite 
method (Kock 2014) to calculate the pooled standard errors. This is owing to the fact that the 
standard errors in the male and the female samples were found to be different. As Table 5.2 
shows, the path results record a statically significant difference between the two investigated 
gender samples. However, some of coefficients are statically different than zero, for example 
perceived brand values with attitude, attitude with actual purchase and intention with actual 
purchase. 
 
As can be seen from Table 5.2, the paths recording a statistically significant difference 
between gender (male and female) were the relationships between the external factors, 
attitude with purchase life cycle, and the purchase life cycle on the COLS model. It can 
therefore be argued that the effect in the male was significantly greater than effect in the 
female. This leads to the conclusion that luxury male consumers had greater impact in buying 
online luxury shopping than luxury female consumers.  
Online sellers should be aware that the gender gap is narrowing, but more importantly, they 
should be aware of the factors that might affect male and female shoppers differently. Online 
sellers must acknowledge that these factors also depend on product type, and should be 
conscious of these differences when designing marketing plans (San-Martín et al. 2015). 
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Table 5.2 Gender Comparison 
Relationships Male SE Path Female SE Path P-Value  
 
The external Factors 
Electronic Service 
Quality (eSQ)  
Attitude (Att) 
0.07 0.54 0.07 0.44 0.29 NS 
Electronic Word of 
Mouth (eWOM)  
Attitude (Att) 
0.07 0.05 0.08 0.00 0.66 NS 
Perceived 
Usefulness (PU)  
Attitude (Att) 
0.07 0.098 0.08 0.044 0.62 NS 
Perceived Ease of 
Use (PEU)  
Attitude (Att) 
0.07 0.018 0.07 -0.091 0.33 NS 
Social Network Site 
Usage (SNNAU)  
Attitude (Att) 
0.07 0.147 0.079 0.115 0.77 NS 
Social Media 
Marketing Activities 
(SMMA)  
Attitude (Att) 
0.076 0.156 0.080 0.044 0.31NS 
Perceived Brand 
Value (PBV)  
Attitude (Att) 
0.077 0.095 0.077 -0.233 0.00*** 
Attitude with Purchase life Cycle 
Attitude (Att)  
Intention (Int) 
0.067 0.738 0.069 0.712 0.78 NS 
Attitude (Att)  
Actual Purchase 
(AP) 
0.075 0.234 0.073 0.502 0.01*** 
Attitude (Att)  
Electronic 
Satisfaction (eS) 
0.071 0.499 0.073 0.486 0.89NS 
Attitude (Att)  
Electronic Loyalty 
(eL) 
0.071 0.461 0.075 0.343 0.25 NS 
Purchase life Cycle 
Intention (Int)  
(AP) Actual 
Purchase (AP) 
 
0.074 0.293 0.079 0.106 0.08  * 
Actual purchase 
(AP)  Electronic 
Satisfaction (eS) 
0.074 0.320 0.076 0.294 0.80 NS 
Electronic 
Satisfaction (eS)  
Electronic Loyalty 
(eL) 
0.073 0.327 0.074 0.409 0.43 NS 
***Significant at 1%; **Significant at 5%; *Significant at 10%; NS Non-significant 
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3) Online Experience level -based MGA 
The internet experience level comparison of the results obtained from intermediate level and 
advanced level from the online luxury shopping samples is conducted at both measurement 
and structural models. This study used the Satterthwaite method (Kock 2014) is used to 
calculate the pooled standard errors. This is owing to the fact that the standard errors in the 
intermediate level and the advanced level samples were found to be different.  
As can be seen from Table 5.3, the paths recording a statistically significant difference 
between the two investigated online experiences of using internet (intermediate and advance) 
were the relationship between the external factors, attitude with purchase life cycle, and 
purchase life cycle on the COLS model. It can therefore be argued that the effect in the 
intermediate level of experience in using internet had greater impact of buying online luxury 
shopping than advance level.  
Table 5.3 Online Experience of using Internet Comparison 
Relationships Intermediate 
SE 
Path Advance SE Path P-Value 
 
The External Factors 
Electronic Service 
Quality (eSQ)  
Attitude (Att) 
0.093 0.548 0.074 0.442 0.29NS 
Electronic Word of 
Mouth (eWOM)  
Attitude (Att) 
0.107 0.053 0.081 0.004 0.66 NS 
Perceived 
Usefulness (PU)  
Attitude (Att) 
0.106 0.098 0.080 0.044 0.62 NS 
Perceived Ease of 
Use (PEU)  
Attitude (Att) 
0.105 0.018 0.079 -0.091 0.33 NS 
Social Network Site 
Usage (SNNAU)  
Attitude (Att) 
0.106 0.147 0.079 0.115 0.77NS 
Social Media 
Marketing Activities 
(SMMA)  
Attitude (Att) 
0.103 0.156 0.080 0.044 0.31NS 
Perceived Brand 
Value (PBV)  
Attitude (Att) 
0.077 0.095 0.077 -0.233 0.00*** 
Attitude with purchase life cycle 
Attitude (Att)  
Intention (Int) 
0.067  
0.738 
0.069 0.712 0.78 NS 
Attitude (Att)  
Actual Purchase 
(AP) 
0.075 0.234 0.073 0.502 0.01*** 
Attitude (Att)  
Electronic 
Satisfaction (eS) 
0.071 0.499 0.073 0.486 0.89 NS 
Attitude (Att)  
Electronic Loyalty 
(eL) 
0.071 0.461 0.075 0.343 0.25 NS 
Purchase life cycle 
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Intention (Int)  
(AP) Actual 
Purchase (AP) 
 
0.074 0.293 0.079 0.106 0.08 * 
Actual Purchase 
(AP)  Electronic 
Satisfaction (eS) 
0.074 0.320 0.076 0.294 0.80 NS 
Electronic 
Satisfaction (eS)  
Electronic Loyalty 
(eL) 
0.073 0.327 0.074 0.409 0.43NS 
***Significant at 1%; **Significant at 5%; *Significant at 10%; NS Non-significant 
 
5.6 Summary  
From the analysis above, the following hypotheses can be supported or rejected. Table 5.4 
summarises the test results of the hypotheses set out in Section 2. The analysis of online 
luxury shopping for the multi-group (country, gender, and experience of internet level) has 
brought similar results. First, it was revealed the only e-service quality from the external 
factors on consumer attitude in all comparison tests, while EWOM and PEU had no effect. 
Second, it was found that the relationships between consumer attitude and purchase life cycle 
in all comparison tests had similar supported effect, and also the purchase life cycle had the 
same results of supported effect in all comparison tests. It was recorded that the strongest 
effect in the COLS model was from the e-service quality on consumer attitude. Firstly, in the 
UK it was revealed that only electronic service quality, perceived usefulness, and social 
network site usage had a positive and significant effect on consumer attitude, while electronic 
word of mouth and perceived brand value and relational had no effect, hence rejecting H2 
and H7. As for differences, the impact of social media activities on consumer attitude was 
found to be significant only in the USA, thus supporting H6 there but rejecting it in the UK. 
Secondly, it was found that consumer attitude significantly increases the intention (actual 
purchase, electronic satisfaction and electronic loyalty) to purchase online luxury shopping in 
both countries, thus accepting H8, H9, H10 and H11. Thirdly, the indirect effect of external 
factors on intention was found to be fully mediated by perceived usefulness and social 
network site usage, and partial mediation was found in electronic service quality in the UK 
and the USA; the only exception of SMMA having indirect effect with full mediation was in 
the USA. Lastly, it was found the internal factors significantly increase online luxury 
shopping in both countries, hence supporting H12, H13, and H14. 
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Table 5.4 Comparative Results of Hypothesis Testing  
Hypothesis COLS UK US Male  Female Intermediate  advance 
External Factors 
H1: Electronic service quality has a 
positive impact on consumer attitude 
toward online luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
H2: Electronic word of mouth has a 
positive impact on consumer attitude 
toward online luxury shopping. 
No 
support 
No 
support 
No 
support 
No 
support 
No 
support 
No support No support 
H3: Perceived usefulness has a positive 
impact on consumer attitude toward 
online luxury shopping. 
No 
support 
Yes Yes No 
support 
No 
support 
No support No support 
H4: Perceived ease of use has a positive 
impact on consumer attitude toward 
online luxury shopping. 
No 
support 
No 
support 
No 
support 
No 
support 
No 
support 
No support No support 
H5: Social network sites usage has a 
positive influence on consumer attitude 
toward online luxury shopping. 
Yes Yes Yes Yes No 
support 
No support Yes 
H6: Social media marketing activities 
have a positive impact on consumer 
attitude towards online luxury shopping. 
Yes No 
support 
Yes Yes No 
support 
No support Yes 
H7: Perceived brand value has a 
positive impact on consumer attitude 
towards online luxury shopping. 
Yes No 
support 
No 
support 
No 
support 
Yes No support No support 
Attitude with Purchase life cycle 
H8: Consumer’s attitude has a positive 
impact on intention to purchase online 
luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
H9: Consumer’s attitude has a positive 
impact on actual purchase of online 
luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
H10: Consumer’s attitude has a positive 
impact on electronic satisfaction of 
online luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
H11: Consumer’s attitude has a positive 
impact on electronic loyalty toward 
online luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
Purchase Lifecycle Factors 
 
H19: Consumer’s intention has a 
positive impact on actual purchase of 
online luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
H20: Consumer’s actual purchase has a 
positive impact on electronic 
satisfaction of online luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
H21: Consumer’s electronic satisfaction 
has a positive impact on electronic 
loyalty toward online luxury shopping. 
Yes Yes Yes Yes Yes Yes Yes 
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Chapter 6 Discussion 
6.1 Introduction 
This chapter discusses the results reported in Chapters 4 and 5 for the COLS model (not 
considering product brand name) (Pascual-Miguel et al. 2015). Here, the results from the 
main sample of customers and the multi-group analysis to identify differences/ similarities 
emerging between the two selected countries (UK and USA), gender (female and male), and 
level of internet experience (intermediate and advanced).  This contributes to the COLS 
model, which enriches the literature  calling for comparison between countries(Godey et al. 
2012), gender (Pascual-Miguel et al. 2015), and internet level of experience (Pascual-Miguel 
et al. 2015). Moreover, to obtain a thorough understanding COLS model and exploring 
luxury online shopping, the findings are jointly discussed and linked to the research questions 
of this study. However, prior to doing so, the next section will briefly recall the research gaps 
along with the research model and research questions. 
6.2 How The Research Questions Have Been Addressed 
In an attempt to address the shortcomings in the literature (refer to Research gaps in Chapter 
2), the present research has explored the indirect effects of the external factors on consumer 
attitude, the sequences of the role of mediating consumer attitude, the relationships between 
consumer attitude with purchase life cycle, and the relationships inside the purchase life cycle 
itself. Besides that, additional comparison analysis has taken place between countries, namely 
the UK and the USA; gender, namely male or female; and experience level in using the 
internet for buying online luxuries, namely intermediate or advanced. These comparisons are 
intended to contribute to the main result and to justify the discussion of this topic. On the 
premise of the extended TAM (Legris et al., 2003; Choi & Totten, 2012), the study 
investigates the importance of external factors through their impacts on consumer attitude, 
and the indirect impacts on intention. In this respect, a conceptual COLS framework has been 
proposed in Chapter 2.  
Five research questions were developed to address the shortcomings identified in the 
literature. Since this chapter links the study’s findings to the research questions, it would 
therefore be useful to recall these questions: 
RQ1. What are the key factors which affect consumers’ attitudes toward luxury online 
shopping?  
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RQ2. How do these factors influence consumers’ intention through the consumer attitude? 
RQ3. How does consumer attitude affect the buying process in purchasing online luxury 
goods? 
RQ4. How do the relationships affect each other inside the purchase lifecycle in online luxury 
shopping? 
RQ5. Are there any differences between countries (UK and USA), gender (Male and Female, 
internet level of experience (Intermediate and Advanced) toward online luxury shopping? 
 
The subsequent sections are structured as follows from COLS model (see Figure 6.1). The 
first section discusses the influence of the external factors on consumer attitude towards 
online luxury shopping. This would address the first two research questions (RQ1 and RQ2) 
and the set of hypotheses identifying the external factors influencing consumer attitude (H1, 
H2, H3, H4, H5, H6 and H7) and the link between the external factors and intention with the 
indirect impact through consumer attitude (H8, H9, H10, H11, H12, H13 and H14). 
 
 
Figure 6.1 Linking Research Questions to COLS Model 
Consumer 
Attitude RQ3
External 
Factors RQ1
E-WOM
(H9)
Perceived 
Usefulness
(H10)
E-Service Quality
(H8)
Perceived Ease of 
Use (H11)
Social Network 
Site Usage (H12)
Social Media 
Marketing 
activities (H13)
Perceived Brand 
Value(H14)
Actual 
Purchase
Purchase Life 
Cycle RQ4
E-Satisfaction
E-Loyalty
Intention
External factors affect 
intention through 
consumer attitude
(Mediation)RQ2
H19:Sig
H20:Sig
H21:Sig
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Second, the link between consumer attitude and purchase lifecycle for online luxury shopping 
is discussed in the following section. In so doing, the third research question is addressed 
(RQ3), whereas the hypotheses predicting the effect of consumer attitude to purchase 
lifecycle are explained (H15, H16, H17 and H18). Finally, the relationships inside purchase 
lifecycle for online luxury shopping are covered, which leads to the research question looking 
at the relationships inside the purchase lifecycle (RQ4) being explained (H19, H20 and H21). 
In addition, RQ5 address the findings from multi group analysis; Country UK and USA, 
gender Male and female, and internet level of experience Intermediate and Advanced. 
6.3 External Factors Affecting Consumers’ Attitude Toward Luxury Online Shopping 
(RQ1) 
The following table summarises the result of the hypothesis of this study, and Figure 6.1 
shows the first part of the model of consumer online luxury shopping. 
Table 6.1 Summary of the First Stage of the Hypothesis Results 
Hypothesis 
External factors affect consumer 
attitude 
Main Sample 
H1(eSQ) ✓ 
H2 (eWOM) x 
H3 (PU) x 
H4 (PEU) x 
H5 (SNSU) ✓ 
H6 (SMMA) ✓ 
H7 (PBV) ✓ 
X:Rejected✓Supported
 
Figure 6.2 External Factors Affect Consumer Attitude 
 
Perceived 
Usfulness 
Perceived Ease of 
Use 
Perceived Brand 
Value 
Social Media 
Marketing 
Activities 
Social Network 
Site Usage  
E-WOM 
E-service Quality 
Attitude 
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Regarding the findings about the impact of the external factors on consumer attitude, the 
results supported H1 (eService quality with attitude), H5 (social network site usage with 
attitude), H6 (social media marketing activities with attitude) and H7 (perceived brand value 
with attitude) for the main sample, which predicted that some of the external factors (e-
service quality, social network site usage, social media marketing activities and perceived 
brand value) positively and significantly affected consumer attitude, while H2 (e-word of 
mouth with attitude ), H3 (perceived usefulness with attitude) and H4 (perceived ease of use 
with attitude) were rejected. In fact, external factors were the most valuable and predictors 
factors in terms of impacts consumer attitude towards the purchase of luxury products. These 
results are discussed below and such differences in the findings can be explained by the 
following discussion. 
The first non-significant effect from the main sample of the external factor on consumer 
attitude (e-WOM, PU and PEU) found in the present analysis may not be in line with 
empirical literature. To begin with e-WOM, the results of previous studies on the influence of 
e-WOM on attitudes toward buying products is somewhat mixed (Ladhari & Michaud, 2015, 
Lee et al., 2009). For instance, while Luo and Zhong (2015) report a positive relationship 
between e-WOM and attitude with strong social ties, other studies establish a non-significant 
influence of the electronic word of mouth (e-WOM) on consumer attitude (Shavitt at al, 1994;  
Lee et al., 2008). In fact, negativity effects did not expect positivity effects to occur when 
people rely more on positive information (Skowronski & Carlston, 1989). According to a 
cue-diagnostic model, negativity effect does not always occur (Skowronski & Carlston, 1989). 
Rather, positivity effect is more likely to occur when positive cues are more diagnostic than 
negative cues. This suggests that when people rely more on positive cues than negative ones, 
the positivity effect is more likely. Besides negativity or positivity effects, Cheung et al. 
(2009) demonstrate that message violence has no impact on message credibility. However, if 
the arguments are weak, heuristics will have a more profound impact on changing beliefs and 
attitudes (Tam & Ho, 2005). This may be an explanation for the non-significant impact when 
consumers had lower motivation to process information or recommendation; e-WOM seems 
to serve as an experimental indication on the basis of which they are willing to make 
suboptimal choices (Gupta & Harris 2010). Sparks and Browning (2011) explain that 
consumers seem to be more influenced by early negative information, especially when the 
overall set of reviews is negative. Lee, Park and Han (2008)’s finding was that the effect of 
personal attitude towards online consumer reviews was not significant. Moreover, it can be a 
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reason why e-WOM with attitude is non-significant due to the fact that consumers tend to 
read negative reviews which are more useful than positive ones, especially when it comes to a 
luxury and an expensive purchase. This study examines only the positive relationship 
between e-WOM and attitude to purchase online luxury goods. A new study for online 
consumers travellers was done by (Casaló et al 2015).  They found that people are more 
affected by negative information practicality for the high risk-averse travellers. Purchase of 
luxury fashion brands online means that customers are very careful in terms of spending such 
a big amount; they tend to get more information from reviews from other customers first.  
It is discussed here that the non-significant relationship from the main sample of external 
factors, perceived usefulness (PU) and perceived ease of use (PEU). TAM proposes that two 
beliefs about a new technology, those being perceived usefulness and perceived ease of use, 
determine a person's attitude toward using that technology, which in turn determines their 
intention to use it (Ha & Stoel 2009). However, in this study we examined PU and PEU in the 
COLS model as external factors or variables in line with Ingham et al. (2015). Chen and Tan 
(2004) find that customer service quality directly influences attitude towards using virtual 
stores, while product quality factors and information influence perceived usefulness, but not 
attitudes. This inconsistency suggests the need for further investigation. In (Ha & Stoel, 
2009), the findings were inconsistent with previous studies which observed that ease of use 
and usefulness had stronger effects on attitude within the contexts of handheld internet device 
use (Bruner & Kumar, 2005), e-learning (Lee et al., 2005), and internet grocery shopping 
(Childers et al., 2001).  In Choi and Totten (2012), a study between Korea and USA revealed 
that perceived ease of use was more important for attitude in the US, while perceived 
usefulness mattered more in Korea. For instance, Childers et al. (2001) propose that different 
webmospheres (e.g., hedonic vs utilitarian appealing web shopping environments) cause 
differential importance of usefulness and ease of use, which in turn influence attitude 
differently. In this study, the cases are different; luxury customers are not similar to the listed 
customers above in previous studies, due to online luxury customers seeking ease of use and 
usefulness with service quality to make sure that the website of the chosen luxury brand is 
easy to use in terms of the service quality, and will give them clear instruction from the start 
of the buying process through to completion (Lee & Lin 2005; Carlson & O’Cass 2010a).  
Regarding the effect of external factors of the main sample, eSQ, SNSU and SMMA have 
significant and positive effect on consumer attitude, which supports previous studies. It was 
reported that consumers’ attitude was significantly influenced by e-service quality (Eveleth, 
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Baker-Eveleth, & Stone, 2015), social network site usage (Brown et al., 2007; Choudrie & 
Vyas 2014) and social media marketing activities (Chen & Mathews, 2013), and positively 
affected the consumer attitude towards purchasing online luxury products. We make several 
important contributions in this study to the marketing literature by accepting different  studies 
that looked at the external factors as being important for COLS model, and that impact 
positively and significantly on the consumer attitude (Chen, Gillenson, & Sherrell, 2002; Lee 
& Lin, 2005; Jihyun Kim, Fiore, & Lee, 2007; Kim & Forsythe, 2008;  Castañeda, Rodríguez, 
& Luque, 2009; Taylor & Strutton, 2010; Lim & Ting, 2012; Park & Cho, 2012; Chen, 
Guritno & Siringoringo, 2013). Ultimately, consumers whose attitudes are affected by 
multiple external factors are more likely to purchase luxuries online (Legris et al., 2003; 
Okonkwo, 2009).  
The findings agreed with the predicted relationships, which are; e-service quality, social 
network site usage, social media marketing activities and perceived brand value aspects, by 
ordering the factors in descending order. E-service quality is the strongest factor with impact 
on consumer attitude towards purchasing luxury products, which agrees with Carlson and 
O’Cass (2010). The e-service quality and external factors are all dependent on their level of 
experience of using technology devices (Al-Qeisi et al, 2014). In this case, e-service quality 
plays the most powerful role in terms of online luxury shopping experience as to understand 
customers’ needs. The analytical results show that customers are insisting more about the 
service when it comes to buy an online luxury product, due to that the service is an alternative 
approach to communicating with customers using the brand company website. However, 
online luxury consumers need to have  experience of internet  to understand all the terms and 
condition for the buying process (Pascual-Miguel et al. 2015). E-service quality in COLS 
model will add a thorough contribution and understanding about consumer behaviour towards 
online luxury shopping. In addition, this study attempts to analyse respondents from an online 
survey which adds more clarity to the study in online luxury context, and that is why 
quantitative method was an appropriate method to understand this type of consumer. Online 
luxury shopping differs from offline luxury shopping through the service perception, which 
may pursue different techniques to evaluate consumers from the digital platform to explore 
them from the right angle. Moreover, e-service quality as an external factor shows when it 
affects positively to consumer attitude towards buying online luxuries that consumers 
develop favourable predisposition to online luxury brand website based on their overall 
assessment of the website (i.e. the service quality). This will, in turn, influence their 
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behavioural attitude towards buying, and from that perspective it is highly important to 
understand all buying process stages before, during and after the purchase. While buying is in 
progress, companies need to recognise the customers’ desire for the website to maintain and 
deliver the highest technology and facilities available to them.  
Regarding the second strongest effect from external factors, social network site usage 
(SNSU), and prior research indicates that the impact of social network site usage on 
consumer attitude is significantly positive (Charness & Boot, 2009; Vošner et al, 2016). This 
research relies on social network site usage for online luxury shopping as an external factor 
with impact on consumer attitude, due to the recognition that luxury brand companies on the 
social network have been launched. Social network site usage for customers who like to 
purchase luxury brands online like Facebook and Twitter, allow them to create and join 
groups without restriction which may help to share their experience as a result to purchase 
online. The luxury brands companies’ webpage in the social networks provide a platform for 
information to show the customers how sophisticated and luxurious their products are. Little 
research explores the possible revenues that can be overcome by examining social network 
sites (Gangadharbatla 2008). Finding out more about the nature of the relationship in this 
study, between social network sites and attitude it might be beneficial for both academic 
understanding and marketer’s implication.  
The third strongest factor is social media marketing activities (SMMA). It has been noted as a 
significantly positive relationship in the main analysis for consumers’ online luxury shopping, 
and this is agreed in a study by Jin (2012). The final accepted factor is perceived brand value, 
which is in line with research by Sweeney and Soutar (2001), Kumar et al. (2009), and Bian 
and Forsythe (2012). Among the main sample of online luxury consumers, most of the 
respondents who consider PBV as an external factor were female. Since SMMA for luxury 
online shopping acts affirmatively toward all drivers, they are fairly effective. As an 
integrated marketing medium, SMMA effectively enhances value equity by providing novel 
value to customers that traditional marketing media does not usually provide, and it’s in line 
with a study by Kim and Ko (2012). With the growing interest in luxury fashion brands 
providing luxurious value to customers in every way possible, using social media for 
marketing appears to be an appropriate medium to attract luxury consumers at present. As a 
result, we found social network site usage and social media marketing are treating online 
brand communities as external factors from customer’s perspectives, and had a positive 
impact on the buying process, starting with attitude which then leads to the actual buying. 
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Furthermore, based on the findings, it can be concluded that customer-to-customer 
communication activities in the virtual world such as SNSU and SMMA had higher influence 
on their attitude, and showed more willingness to go beyond for the buying behaviour (Adjei 
et al. 2010).  
The last strongest factor from the external is perceived brand value which had significant 
effects on consumer attitude, which other researchers also suggested positives (Bian & 
Forsythe, 2012). One reason why they found a positive significant association between 
perceived brand value and consumer attitude could be that the consumers became more value 
conscious; they evaluated the finest and luxury known brands more favourably. Additional 
exploration of the extant research and the measures used in this study provide additional 
insight into the findings that customers are consistent with their brand value, which plays an 
important role of buying luxury brands online. Additionally, several writers have suggested 
that consumers buy luxury brands to signal their superiority and success relative to others, 
rather than for only their functional value (e.g. Veblen, 1899; Chadha & Husband, 2006). If 
this is the case, then a reasonable prediction is that consumers will experience a heightened 
feeling of hubristic pride from using a luxury brand online, as compared to a non-luxury 
equivalent of the same product - possibly as the external factors that have been tested are 
important in their attitude towards purchasing luxury goods online. 
These findings answer the first research question which is about the external factors affecting 
consumer’s attitude toward luxury online shopping in COLS model. They confirm the crucial 
role that the external factors play (Legris et al., 2003; Choi & Totten, 2012). The author 
posits that future research should focus on factors related to the consumer’s class status, 
lifestyle, income, and age. 
6.4 Consumer Attitude Effect on the Buying Process in Online Luxury Shopping (RQ2)  
This section covers the second objective of the study, which was to analyse further action that, 
in combination with multiple factors, affects consumer attitude see figure 6.2.  
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Figure 6.3 Consumer Attitude with Purchase Life Cycle in COLS model 
And then, after the influences from the external factors consumer attitude is ready to make 
relationships with purchase life cycle processes in online luxury shopping (intention, actual 
purchase, e-satisfaction, and e-loyalty). However, Gensler et al. (2012) state that attitudes do 
not perfectly predict behaviour. Channel use is suggested as an alternative approach to better 
reflecting reality, which is different to our findings that attitude is better predictor of 
behaviour which leads to customer purchase in an online luxury shopping context.  The 
analysis of the data collected in this study reveals that consumer attitude has a significant and 
positive impact on intention, actual purchase, e-satisfaction, and e-loyalty, to differing 
degrees. The following subsections will discuss the relationship between consumer attitudes 
and (pre/post) purchase variables in the COLS model. All relationships had significantly 
positive impacts from attitude in all types of analysis. Intention was found to be the most 
strongly impacted, followed by e-satisfaction, e-loyalty, and actual purchase, respectively.  
First, it is expected that positive attitudes will lead to higher intentions to perform the 
behaviour. Accordingly, intention and e-satisfaction are shown to be the most important 
variables affecting the chances of buying online luxury shopping. This study is in line with 
others that confirm a relationship between consumer attitude and intention, which impacts on 
the buying process (Bian & Forsythe 2012). This study expands previous research by 
examining the formation of purchase intentions for online luxury brands and how the 
consumer attitude has been affected by external factors, which has a dominant and powerful 
influence on consumers' purchase as it plays a mediating role between the external factors 
and intention. For instance, satisfaction with previous online purchase (Kim et al., 2006), and 
consumer shopping orientations (Jensen, 2012), may explain intentions to purchase – for 
example, in an online travel context (Amaro & Duarte 2015). The findings suggest that 
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positive attitude can influence intention to purchase online luxury shopping and also to e-
satisfaction. As such, this research can conclude that if the attitude is evaluated as being 
sufficient understanding from the external factors in the COLS model, then intention to 
purchase online luxury shopping will result, which cause in the future the actual buying and 
then the e-satisfaction as a result. Along with the impact of consumer attitude with actual 
purchase, theoretical development is also hypothesised and discussed in RQ2. 
Second, customers with positive attitudes towards online luxury shopping are more satisfied 
with the online purchase, especially those who had good e-service quality as external factors. 
This is in line with Mazaheri et al (2011)’s findings. This suggests that for those who are 
buying online luxury goods regularly, e-satisfaction provides the acceptance of the brand and 
what the brand is all about and what comes with it, starting with the image and ending with 
the products (Megehee & Spake, 2012). The result of this study has confirmed the 
relationship between attitude and e-satisfaction in an online context and collaborates with 
Chen-Ying Lee, Chih-Hsuan Tsao, and Wan-Chuan Chang (2015), where they suggest 
further research to approve this relationship within the technology acceptance model. As a 
result, consumer satisfaction from online luxury shopping ended up with a positive predictor 
of a favourable attitude toward luxury brands, and it agreed with Eroglu et al. (2003), thus 
answering the second research question of this study.  
Third, it is argued that the impact of consumer attitude with e-loyalty has been acknowledged, 
yet little has been done to understand this relationship with the effectiveness on buying, and 
every consumer has different brand loyalty behaviour (Mattison Thompson et al. 2014). The 
findings of this investigation from online luxury consumers supported the research hypothesis 
predicating that customers with positive attitudes are in positive e-loyalty relationships with 
online luxury shopping, thus answering the second research question of this study. It is worth 
noting that the effect of e-loyalty on consumer attitude was not significantly different across 
the two selected countries, gender, or internet experience level. 
Fourth, and lastly, the positive and significant relationship between consumer attitudes and 
actual purchase is in line with research by George (2004). Generally, when consumers 
embark on an online luxury goods purchase, all types of experiences from external factors 
will come up in the mind, and the discussion will proceed when the actual purchase has been 
done. Then, after the actual purchase process, consumers will consider their experience and 
will know which type of external factors had an influence on their purchase. It is important 
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that consumer attitude acts positively towards online luxury shopping, which shows that the 
buying process is fully accepting the influence from any external factors or even all factors 
together, because they can make the purchase with fully understanding and considering every 
risk that may occur. However, this study has been dealing with consumers with experience in 
online luxury shopping for at least six months, and mostly they are mature customers with 
high incomes. Thus, actual purchase is considered as a source of purchase life cycle that 
confirms the suggestion that the more positive the attitude towards performing behaviour, the 
more likely an individual is to perform that behaviour (Ajzen & Fishbein, 1980). 
It is believed that consumer attitude plays a central role in online luxury shopping. It drives 
consumers to act after accepting several influences from external factors that make the 
process of buying more interesting. The purchase life cycle for this study included and started 
from intention (Choi & Totten, 2012), followed by actual purchase (Pentecost & Andrews, 
2010), e-satisfaction (Oliver, 1997), and finally e-loyalty (Mouakket & Al-Hawari, 2012), 
and it is all about pre and post purchase. By providing marketers with information about how 
consumers purchase online luxury shopping, starting from the external factors that impact 
their attitude to purchase and followed by the purchase life cycle, it gives them a wider vision 
of how they can consider all significant factors that make a difference in consumer attitude. 
Thus, answering the second research question of this study. 
6.5 External Factors (E-SQ, SNSU, SMMA and PBV) Influence Consumers’ Intention 
Through Consumer Attitude (RQ3) 
This study has verified and proven the important role that consumer attitudes play in 
mediating external factors with regards to intention see figure 6.4. Hence, H8 (The indirect 
influence from e-service quality to intention through consumer attitude). H12 (The indirect 
influence from social network site usage to intention through consumer attitude), H13 (The 
indirect influence from social media marketing activities to intention through consumer 
attitude), and H14 (The indirect influence from perceived brand value to intention through 
consumer attitude), RQ3 is answered.  
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Figure 6.4 External Factors Affect Intention through Consumer Attitude 
It is acknowledged that while the majority of studies on online shopping focus on the direct 
impact on intention, models considering the indirect impact of these factors are more likely to 
enrich the literature (Cho, 2004; Castañeda et al., 2009). It was acknowledged that such an 
indirect effect on intention through attitude was ignored in those studies (e.g.  Ryu et al., 
2009; van der Heijden, 2004), where it has been argued by Ayeh, Au, and Law (2013) that 
consumer intention to purchase is fully mediated by attitude, which confirms our findings and 
hypotheses. 
Based on the consumer intention, it was found that the external factors affect consumer 
intention through consumer attitude. The TAM puts forward factors while trying to explain 
the attitude directly and behavioural intention indirectly towards using a technology in COLS 
model (Alagoz & Hekimoglu, 2012). The author demonstrates how external factors mediate 
the effect of intention on their attitude and behavioural intention towards buying online 
luxuries, and how this mediating role can be direct or indirect, depending upon the reviewer’s 
perceived usefulness. Recall the indirect effect of external factors and intention, though it is 
important to note that a direct path between perceived social presence and attitude is not 
considered in our research model, as Gefen and Straub (2003) suggest that social presence is 
mediated through constructs that are antecedents to user intentions, which is closely related to 
attitude (Stevenson et al., 2000). However, this potential link is explored in our post hoc 
analysis (Section 6.3). The author tested for a full mediation effect of consumer attitude in the 
relationships between SNSU, SMMA, and PBV. However, e-SQ is a partial mediation. 
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Moreover, e-SQ is a partial mediation in both countries (UK and USA). This means that the 
consumer attitude role is considered by the external factors to be critical factor in the 
relationship between their external factors and intention. In other words, without the 
consumer attitude the external factors would not have a significant effect on intention. These 
results are in conflict with George (2004), who found that the relationship between attitudes 
towards online purchasing and the actual purchase was strong and positive, even though they 
were not mediated by intention. Further, they are in line with Ingham et al. (2015), who state 
that it should be remembered that attitude does more than partially mediate the effect of 
external variables on intention, and others who confirm that attitude mediates directly and 
indirectly affecting some benefit factors on the intention (Cho, 2004; Castañeda et al., 2009). 
This means that consumer attitude, in a particular online luxury shopping instance, is 
necessarily important if we would like to know consumers’ actions during online shopping. 
However, in order to achieve best success in consumers’ attitudes towards online luxury 
shopping, as this study suggests, it is essential that relevant external factors build strong 
relationships with each other. The above results suggest that consumer attitude in COLS 
model is more central to explain consumer behaviour in online luxury shopping context, and 
to understand the consumer in the buying process. It needs to consider the terms of ‘before 
buying’ which was external factors, ‘in the middle’ which was the attitude, and the ‘after’ 
which was the purchase life cycle and the relationship between all process. Thus, it is highly 
important to examine the mediation factor in the COLS model, due to the fact that it is an 
integrated process for the buying of online luxury shopping and it will deliver an overview on 
how attitude plays an important factor to link them all together. Thus, answering the third 
research questions of this study. 
6.6 The Relationships Inside the Purchase Life Cycle in Online Luxury Shopping (RQ4) 
The aim of the fourth research question is to understand the mechanism of the process inside 
the purchase life cycle (see Figure 6.5).  
 
Figure 6.5 Purchase Life Cycle in COLS Model 
Intention E-Loyalty
E-
Satisfaction
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Purchase
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 This research has revealed that the consumers’ attitudes that were affected by external 
factors impact on the process to purchase in the life cycle, and then illustrate why consumers 
purchase online luxury shopping. Hence, H19 (intention with actual purchase), H20 (actual 
purchase with e-satisfaction) and H21 (e-satisfaction with e-loyalty) in the main model are 
confirmed and in all comparison models, RQ4 is answered and the mechanism of the 
purchase life cycle is revealed. 
First, it is argued that the impact of intention on actual purchase has been acknowledged yet 
not often tested (Cheung et al., 2005), and still less on continuance behaviour or loyalty. The 
findings of this investigation from all online luxury consumers support the research 
hypotheses predicting that intention does positively and significantly affect the actual 
purchase in online luxury shopping (H12). Hence, the result is in line with COLS theories 
(Dennis et al, 2009). To date, this statement contributes to the marketing literature, and 
marketers/managers in terms that the test is in online luxury shopping whereas all previous 
tests have been taken in online shopping or offline shopping in different contexts. 
Second, actual purchase has a positive impact on e-satisfaction in order to purchase online 
luxury shopping in COLS model (H13). While in TAM the last process ends in actual 
purchase, this study contributed by testing how the process can end at post purchase factors in 
online luxury shopping. This study confirms the hypothesis that actual purchase has a 
positive impact on e-satisfaction, and this contradicts Chen and Cheng (2009)’s findings. The 
nature of this study compared to prior studies differs significantly in terms of results. This is 
because of luxury context in online shopping and the type of information or e-service quality 
or beliefs from the external factors all contributing as experience background to consumers 
who seek to purchase luxury products online. To purchase, or to make the action to purchase 
(actual purchase), is based on the satisfaction of the previous purchase life cycle process, and 
the experience of buying itself. Our respondents to this study are real customers who already 
purchased online luxury products at least six months ago. This means that the satisfaction in 
making the purchase is ultimately high, to act whether they purchase on time or later. Third 
and finally, the positive correlation between e-satisfaction and e-loyalty (H14) in consumers’ 
online luxury shopping is once more in accordance with most empirical studies. The 
relationship is in line with studies by Anderson and Srinivasan (2003), Park and Kim (2003), 
Rodgers et al. (2005), and Cai and Xu (2006) in terms of a favourable relationship with the 
retailer (Anderson & Srinivasan, 2003 Chiou, 2004; Elkhani, Soltani, & Jamshidi, 2014). The 
reason behind the importance of this relationship addressed in this study is that online luxury 
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shopping consumers tend to have higher expectation outcomes after buying. Further, the 
study also found that this relational e-satisfaction and e-loyalty significantly increases 
customers’ buying behaviour towards online luxury shopping (Shukla, Banerjee, & Singh, 
2015). It is important to stress that those fashion luxury brands and those managing the 
company’s website should also be concerned with assuring that the website confirms 
customers’ pre-visit expectations. Meeting expectation directly influences consumer 
satisfaction with the website, because customers arrive at company websites with 
expectations that are to some extent formed by early purchasing effort (e.g. chatting or 
emailing customer service, reading a previous review, or feedback on the company website or 
in social media or social networks sites, and public relations). Consistency between website 
content and design and pre-website messaging is essential (Eveleth et al. 2015). Lee & Kwon 
(2011)’s study finds that companies value customer-to-customer intimacy as a resource, a 
strategic source of sustainable management, and is a contradictory to Eveleth, Baker-Eveleth, 
& Stone (2015); however, this research’s results are of secondary importance after e-service 
quality from the customer analysis results. So, e-service quality or customer-to-customer 
communication in social media or social networks and e-WOM are highly important in the 
case of customers who are buying online luxury goods, both for their willingness to buy and, 
more importantly, to build long-term e-satisfaction and e-loyalty. Since this trend is directly 
relevant to customers who purchase online luxury shopping, companies should not assume 
customers’ ongoing loyalty simply on the basis of functional quality. Customers who tend to 
buy luxury products remain loyal due to the emotions and experiences they have while using 
website services for luxury brands (Lee & Kwon, 2011). Customer satisfaction in online 
luxury shopping and loyalty are the end of the purchase life cycle, and by then will fulfil what 
marketers trigger in order to continue purchasing again in the future. Luxury brand concepts 
are very exclusive, and in this study, it has been shown that to predict customer satisfaction 
and loyalty in online luxury shopping we need to look back at what they are doing and how 
they are engaging with the website, as the external factors listed are highly important to 
predict future behaviour. 
6.7 Differences between Countries (UK and USA), Gender (Male and Female), Internet 
Level of Experience (Intermediate and Advanced) Toward Online Luxury Shopping 
(RQ5) 
This study reported the differences between the comparisons analysis (country, gender, 
internet level of experience). Furthermore, the multi-group analysis discusses the difference 
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in strength where the similar result occurred to see which impacted more. in terms of 
differences identified from the multi-group analysis results between the two selected 
countries, gender, and internet experience level, these will be summarised below in the 
following subsections. See figure 6.6 summaries (Country comparison and MGA). 
 
Figure 6.6 COLS Model for Country Comparison and MGA 
 
 
6.7.1 Country comparison 
 
This section explains the differences between the countries (UK and USA) from the model 
COLS (see Figure 6.2). Furthermore, the multi group analysis discusses the different in 
strength where found the similar results (see Table 5.15).  
 
First, in the external factors with consumer attitude, no remarkable differences were found 
from the results within COLS. These results support some similarities in both the UK and the 
USA: e-service quality, perceived usefulness, and social network site usage were positively 
affecting attitude. Also, there are similarities in rejected relationships as seen in the perceived 
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ease of use, e-WOM, and perceived brand value. Conversely, surprisingly different results 
found were the positive impacts of in the UK and the USA, when in the main finding these 
were rejected. It is not necessary for the results to be positive in both countries. This is 
consistent with the Choi and Totten (2012) study between Korea and the USA; their research 
investigates the cultural differences on the acceptance of mobile TV. They found that 
perceived ease of use was more important for attitude in the US, while perceived usefulness 
mattered more in Korea. In comparison, it seems that perceived usefulness plays a more 
direct and important role in acceptance of technology. However, perceived ease of use had no 
significant impact in either case (Lee et al., 2004). Another dissimilarity was perceived brand 
value, which was rejected from both countries, whereas in the main sample was supported. 
This is in conflict with Ko and Megehee (2012), who state that consumers become more 
value conscious when it comes to the best known brands. It may be the reason that luxury 
consumers who purchase online luxury shopping are finding the brand value is not that 
important due to their status/class level and do not pay attention to whether the brand presents 
more value to them. Another reason why we did not find a significant association between 
perceived value on consumer attitude, may be that other factors are more important than 
perceived brand value, and that they impact on consumer attitude. Moreover, social media 
marketing activities were supported in the USA and were rejected in the UK, which could be 
a factor. This is consistent with the Choi and Totten (2012) study between Korea and the 
USA; their research investigates the cultural differences on the acceptance of mobile TV. 
They found that Korean clients, who are more familiar and comfortable with the technology 
than American clients due to a higher adoption rate, might be more highly involved with the 
technology than Americans who are not potentially resulting in higher correspondence 
between attitude and intention in Korea. Consumers based on a specific country can influence 
their purchase decision of luxury goods (Godey et al., 2012). The author is aware that the 
context of this study has been not discussed with regards to the subject of specific research 
into the online luxury sector. 
Secondly, in terms of differences between the two countries (UK and USA) and the impact of 
consumer attitude on purchase lifecycle factors (intention, actual purchase, e-satisfaction, and 
e-loyalty), intention had the highest impact, and was followed by e-satisfaction, e-loyalty, and 
actual purchase, respectively. This means there were no differences between how consumer’s’ 
attitudes act toward intention with regards online luxury shopping.  
137 
  
Finally, regarding the study results of the country comparison between the UK and USA, 
there was only one difference from the whole model, which is social media marketing 
activities The possible explanation is that consumers that engage with their favourite brands 
using social media have stronger relationships with those brands compared with consumers 
who do not interact with their favourite brands using social media (Hudson, Huang, Roth, & 
Madden, 2015). Furthermore, as it mentioned earlier This is in the consistency with the Choi 
and Totten (2012) study between Korea and the USA; where their research investigates the 
cultural differences on the acceptance of mobile TV. However, the rest were identical and 
they share the same knowledge of information from external factors with minor differences 
which do not affect the main result.  
In addition, the study takes another step in conducting further analysis by comparing country 
results between the UK and the USA. The quantitative result of this study demonstrates the 
path from consumer’s online luxury shopping from the UK and the USA were statistically 
similar and hence confirms that the important influence of buying luxury online is relevant in 
both countries. Individual level cultural values theory suggests that consumers in any country 
are not all the same (Keillor, D'Amico, & Horton, 2001; Schwartz, 1994, 1999; Triandis, 
1989, 1995). As only for the effect of the purchase life cycle process, the results showed that 
the USA effect is significantly higher than the UK in only two relationships; actual purchase 
with e-satisfaction and e-satisfaction with e-loyalty. First, correlation between actual 
purchase and e-satisfaction in USA is higher; the reason behind this is that actual purchase is 
at the end of the buying process in the purchase life cycle, and it is intended to be approved of 
the purchase buying behaviour and accepting the external factors to affect their attitude to 
continue the purchase process in the COLS model. It seems that USA consumers are buying 
more online for luxury due to the technological development in USA being higher, and the 
culture of using technology is slightly different from the UK. Some countries show high 
adoption rates while others are low in the acceptance of new technology, especially in the 
luxury online shopping context.  
Second, it has been found that in the USA consumers had higher e-satisfaction rates that 
impact on loyalty, where in the UK these were lower. One reason might be that brand loyalty 
can be influenced with other factors rather than e-satisfaction in the case of the UK. For 
instance, other researchers have found that perceived quality can influence brand loyalty in 
UK which was between the e-satisfaction and e-loyalty (e.g. Jones et al., 2002; Lai et al., 
2009; Liang et al., 2013; Parasuraman et al., 1988). In addition, another study tested that high 
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individual level collectivists are significantly more loyal to a focal brand, especially when 
brand perceived quality at low levels (Mattison Thompson et al. 2014). Theoretically, country 
comparison analysis between the UK and the USA brought a new contribution of 
development to the COLS model. Thus, it was necessary to examine consumers from similar 
geographic segments to confirm that there were no differences in terms of buying online 
luxuries, and that they share similar attitude toward buying. Therefore, country comparison 
selected in this study added more clarity to the COLS model which means that the main 
analysis is well explained and can be generalised. 
Our research contributes to the understanding of the country comparison between UK and 
USA in terms of buying purchase behaviour in the context of online luxury shopping, where 
consumers in those countries share similarities in most of the buying stages in the COLS 
model. However, more investigation is needed in terms of comparing wealthy developing 
countries, such as Saudi Arabia and Kuwait, and emerging countries like China and Korea. 
This is a research context that has yet to be explored. 
6.7.2 Gender Comparison 
Starting with the differences occurred between male and female in COLS model, the external 
factors with consumer attitude in gender (male and female). The similar significant result in 
female and male is e-service quality. The similar of the non-significant in male and female 
were in e-wom, perceived usefulness, and perceived ease of use. The differences occurred in 
social network site usage and social media marketing activities were significant in male 
where are non-significant in female. Figure 6.7 summarises gender comparison and MGA. 
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Figure 6.7 COLS Model for Gender Comparison and MGA 
Moreover, perceived brand value was significant in females while non-significant in males. 
Additional results from females were that non-significant effects appear in social media 
marketing activities and social network site usage, while Choudrie and Vyas (2014) found 
that females were more interested in social platforms. According to attitude theory, cognition 
of an object or stimulus plays a key role in behavioural intention toward that object. Thus, 
women’s low cognitive attitude may explain their low affection toward online shopping and 
their modest online shopping activities (Hasan, 2010). The UK female shoppers are similar in 
terms of not using SMMA and SNSU for obtaining information related to purchase online 
luxury shopping which is in conflict with Kim and Ko (2012). It may be due to female 
shoppers’ need for more experience and time using such luxury social websites, as Kim and 
Ko’s (2012) study had previously had experience with Louis Vuitton’s social media sites for 
two years and was based in Korea, and our study required six months. Furthermore, it has 
Consumer 
Attitude
External 
Factors
E-WOM
Perceived 
Usefulness
E-Service Quality
Perceived Ease of 
Use
Social Network 
Site Usage
Social Media 
Marketing 
activities
Perceived Brand 
Value
Actual 
Purchase
Purchase Life 
Cycle
E-Satisfaction
E-Loyalty
Intention
Sig(F&M)
Sig(F&M)
Sig(F&M)
MGA*
140 
  
been found that female had a significant positive relationship with consumer attitude while 
non-significant with male. It could be the reason that females are more interested about the 
value of their goods they purchase when they spent a lot of money especially online. The 
differences between female and male these cues differ for gender as historically, the selection 
principles for reproductive investment have been different for females and males (De Block 
& Dewitte, 2007). like to focus on every detail.  
Despite the fact that gender plays an important role in measuring any luxury brand to analyse 
and to get the right sales revenues, it has a significant impact on online luxury shopping 
(Stokburger-Sauer & Teichmann 2013). As for the multi-group analysis (MGA) in the COLS 
model, it showed that gender (male and female) effects of consumers’ online luxury shopping 
were statically similar in all three stages of the COLS model. First, in the external factors 
stage, females had a higher rate than males in terms of perceived brand value with attitude.  
In a study titled “Luxury - just female thing?” by Stokburger-Sauer and Teichmann (2013), it 
was found that female luxury brands are priced significantly higher compared to their male 
counterparts and female consumers of luxury brands provide more status and hedonic value. 
Remarkably, from previous study it was shown that prices for female luxury brands are, 
indeed, in most cases higher than male brands. These cues differ for gender as historically, 
the selection principles for reproductive investment have been different for females and males 
(De Block & Dewitte, 2007). While this research examining the process of the buying of 
online luxury shopping and to know that gender can play effectively in the era of who 
purchase more, it can give more theoretical complement to this study as it can enrich the 
overview and it can provide further research in the future. Secondly, in the attitude with 
purchase life cycle stage, it was found that females rated higher than males in their attitude 
which impact positively to do the actual purchase in online luxury shopping. A possible 
explanation for this is that females are likely to do the actual buying when their attitude is 
high, immediately purchasing when they have found a product they like. This is in agreement 
with Sanchez-Franco (2006), who posits that attitude plays a stronger role in females’ online 
luxury shopping behaviour than in males’. Hence, greater understanding of the gender 
perception of online luxury shopping is more likely to boost the sales quality from the 
marketer’s perspective and to fulfil both females’ and males’ needs. Finally, the results of this 
study provide empirical support for online luxury shopping into gender attitude to make the 
actual purchase. In the purchase life cycle stage, it was found that noticeably male intention 
was higher than female to do the actual purchase effectively. A possible explanation is that 
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males are more greatly motivated than females when it comes to purchasing luxury products 
online, as females just need attitude to do an actual purchase while males need intention 
which is a stage higher. Earlier research shows that regarding social networks in terms of 
gender, males are more likely to use these networks compared with females (Vošner et al. 
2016); this is in line with the studies of Pascual-Miguel, Agudo-Peregrina, and Chaparro-
Peláez (2015) and the ONTSI (2012), which suggest that female shoppers purchase online 
goods less frequently than males. Additional results from females were higher in rate that 
have been more important for women than men, while Choudrie and Vyas (2014) found that 
females were more interested in social platforms.  
According to attitude theory, cognition of an object or stimulus plays a key role in 
behavioural intention toward that object. Thus, women’s low cognitive attitude may explain 
their low affection toward online shopping and their modest online shopping activities (Hasan, 
2010). Online sellers should be aware that the gender gap is narrowing, but more importantly, 
they should be aware of the factors that might affect male and female shoppers differently. 
Online sellers could acknowledge that these factors also depend on product type, and should 
be conscious of these differences when designing marketing plans (San-Martín et al. 2015). 
As it shows in the COLS model, it is advantageous to know the differences between males 
and females who purchase more and which relationships need to be considered for further 
research.  
 
 
 
6.7.3 Internet experience level (intermediate and advanced) 
In line with this theoretical approach, researchers report that expertise and proficiency 
influence the use of technology (Novak, Hoffman, & Yung, 2000; Toufaily et al., 2013; 
Lassar, Manolis, & Lassar, 2005). Especially at the advanced level, the importance of the 
decision maker is fundamental. These findings confirm prior studies in terms of internet 
banking for consumer behaviour and internet experience level (Al-Qeisi et al., 2014). For 
instance, the following similar significant result between intermediate level and advance in 
external factors with consumer attitude is e-service quality. See figure 6.8 summaries 
(Internet experience level comparison and MGA). 
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Figure 6.8 COLS model for Internet Experience Level Comparison and MGA 
 
The similar non-significant relationships between intermediate and advance are e-wom, 
perceived usefulness, perceived ease of use, and perceived brand value from external factors 
that would affect consumer attitude were rejected. The differences results were intermediate 
level has been found non-significant relationship between social network site usage and 
social media marketing activities. Whereas, the advance level shows the significant 
relationship in social network site usage and social media marketing activities. It is in line 
with this theoretical approach, researchers report that expertise and proficiency influence the 
use of technology (Novak, Hoffman, & Yung, 2000; Lassar, Manolis, & Lassar, 2005; 
Toufaily et al., 2013). However, in internet experience level, with regards to the comparison 
between intermediate level and advanced level, it was only different in terms of the e-loyalty 
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being stronger than e-satisfaction. The result of the comparison is in line with the main result 
of the analysis. 
In line with this theoretical approach, researchers report that expertise and proficiency 
influence the use of technology (Novak, Hoffman, & Yung, 2000; Toufaily et al., 2013; 
Lassar, Manolis, & Lassar, 2005). Especially at the advanced level, the importance of the 
decision maker is fundamental. These findings confirm prior studies in terms of internet 
banking for consumer behaviour and internet experience level (Al-Qeisi et al., 2014). 
Regarding the results of the multi-group analysis (MGA), it shows that internet experience 
level between intermediate and advanced for consumers’ online luxury shopping are 
statistically similar, and hence confirms that the important influence of such types of buying 
luxuries online is relevant in both levels. In line with this theoretical approach, researchers 
report that expertise and proficiency influence the use of technology (Novak, Hoffman, & 
Yung, 2000; Lassar, Manolis, & Lassar, 2005; Toufaily et al., 2013). However, in internet 
experience level, with regards to the comparison between intermediate level and advanced 
level, there was one difference found in the external factors with attitude stage - the 
relationship between perceived brand value with attitude, which has more impact on 
consumers. A possible explanation for this is that consumers perceive brand value with 
advanced internet level of experience impact more their attitude to purchase, and the reason 
behind that could be that advanced consumers are more knowledgeable about the brand value 
from online luxury websites so they can easily differ the original product from the counterfeit 
one (Yoo & Lee, 2012).  
The second relationship difference identified in the second stage of the COLS model was the 
attitude impact on actual purchase for the advanced consumers was more than for the 
intermediate. One reason could be that advanced consumers like to build their buying 
behaviour process in a more understated manner, and first build their attitude before taking 
any further action. Whereas, it has been found in the COLS model, that intermediate level 
consumers are higher in intention to do the actual purchase. The possible explanation is that 
consumers with intermediate internet level of experience do not rely more in any theoretical 
manner of buying process based on their academic experience of knowledge. They just 
follow their needs of buying with no requirement of understanding the process. Additional 
explanations for the comparison results, for the differences between gender, is that experience 
level may influence shoppers' experience buying online goods (Pascual-Miguel et al. 2015). 
It is believed using SNSU to get related information to purchase online luxury shopping 
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requires highly advanced experience to interact with other customers, or friends, or the brand 
itself. To sum up, internet level of experience plays an effective part for understanding 
consumer’s online luxury shopping in COLS model, which has improved the buying online 
experience knowledge and the differences that occurred from the main COLS.  
6.8 Summary 
Using a comprehensive approach for the four stages in the COLS model, this added a 
beneficial understanding and explained the analytical findings from the buying luxury 
shopping online process.  However, there were three comparison results for the multi-group 
analysis, country comparison, gender, and internet experience levels, the result findings 
answered all of the research questions.  
Firstly, the first part of the COLS model dealt with the external factors, and the strongest 
relationship in the COLS was e-service that impacts on consumer attitude toward purchase of 
luxury products, which is in agreement with Carlson and O’Cass (2010). On the other hand, 
e-WOM, perceived usefulness, and perceived ease of use were non-significant in the first 
stage of the COLS model. The findings illustrate the crucial importance of the external 
factors in online luxury shopping and how it drives consumer’s attitude positively toward 
purchase, which answers the first research question. However, once the external factors start 
influencing consumer’s attitude, from a single factor to multiple factors, consumers’ attitude 
becomes more interested and motivated to go through the purchase life cycle process.  
Secondly, the findings from the COLS model sample demonstrate that consumer attitude 
positively influences the purchase lifecycle and that all relationships were significant, 
answered the second question.  Once the consumer attitude accepted the information from the 
external factors, it becomes highly possible to go further and to make the purchase from the 
lifecycle group.   
Thirdly, concerning the role of consumer attitude in the COLS model as a mediator, this 
study has illustrated in more depth about the direct and indirect effects from external factors 
that lead to intention, the understanding of which can be highly effective in increasing 
attitude and which answered the third research question. In turn, these factors were found to 
be predictors of consumer intention. More importantly, the impact of external factors on 
intention revealed indirect – rather than direct – enhancement to consumer attitude and 
behaviour towards the purchase of online luxury goods.  
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Fourthly, for the predictors where a positive relationship is inside the purchase life cycle, the 
findings from the COLS model sample were significantly positive, which answered the fourth 
research question. This was explained by the fact that when consumer attitude is influenced 
by intention to make the actual purchase, then the e-satisfaction of the actual process is as 
expected from the knowledge gained from the external factors, and e-loyalty would be the 
last stage of this life cycle. This could stress the importance of purchase life cycle in online 
luxury shopping, it is the end of the buying processes after the first and second stage of 
buying; this underlines the importance of the third factor, which is the consumer attitude, 
which plays the mediator role that links external factors and intention. To conclude, the final 
process of buying behaviour in online luxury shopping from consumer attitude, it is highly 
recommended to recognise that purchase life cycle means that consumer attitude has 
accomplished all requirements concerning this stage of the buying process.  
Finally, from the multi-group analysis (MGA), the findings were statistically similar in all 
four stages in the COLS model which has no big differences from the main analysis. The 
comparison tests approach (country comparison, gender, and internet level of experience) is 
used to highlight the differences that occur in some part of the model, and this answered the 
fifth research question. Thus, the model of this research (COLS) can be evaluated and the 
results were measured. 
The next chapter concludes this study by briefly recalling the findings obtained in this 
research, addressing the research aim, objectives and questions, and highlighting the 
implications drawn from these results. It will also acknowledge the study’s limitations and 
identify potential areas of further research. 
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Chapter 7 Conclusions 
This chapter concludes the thesis. To start, the major findings obtained during this research 
are briefly recalled. These findings are linked to the research objectives and questions set out 
in Chapter 1. Thereafter, the contributions and research implications (including both 
theoretical and practical implications) are discussed. Finally, the research limitations and 
future work are linked together and acknowledged. 
7.1 An Overall View of the Research Project 
It is important to look at the big picture of the whole project and discuss how the study has 
answered research questions and bridged the research gaps by contributing to the existing 
literature. Figure 7.1 demonstrates the links across all stages of the project by visualising key 
research activities. 
 
 
Figure 7.1 Links across all stages of the project 
 
 
Research Questions
RQ1. What are the key factors? 
RQ2. How do these factors influence consumers’ 
intention through attitude?
RQ3. How does consumer attitude affect the buying 
process?
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shopping?
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Research Methodology
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• Online survey via Qualtrics Software
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This study has five research questions as presented in the Introduction chapter, as follows:  
RQ1. What are the key factors which affect consumers’ attitudes toward luxury online 
shopping?  
RQ2. How do these factors influence consumers’ intention through the consumer attitude? 
RQ3. How does consumer attitude affect the buying process in purchasing online luxury 
goods? 
RQ4. How do the relationships affect each other inside the purchase life cycle in online 
luxury shopping? 
RQ5. Are there any differences between countries (UK and USA), gender (Male and Female, 
internet level of experience (Intermediate and Advance) toward online luxury shopping? 
At the start of the project, the conceptual framework was developed based on literature to 
answer research questions. The COLS gaps were identified around external factors, consumer 
attitude with purchase life cycle, the mediation variable (consumer attitude), and the purchase 
life cycle, which they grouped in (before, during and after). Integration between the COLS 
components through developing a framework was the key approach to answer research 
questions and fill the COLS gaps. Quantitative approach was adopted to evaluate the 
conceptual framework and model. The framework of integrative quantitative method was 
supported by the research design and research methods discussed in research methodology 
chapter (see Figure 7.1). The quantitative method evaluated and confirmed the COLS 
components by using PLS-SEM. The Survey was launched used Qualtrics software and 
distributed to the potential targeted respondents via e-mail.  
The empirical data were analysed by PLS0.5 software. In that way, empirical findings of 
quantitative method answered the first, second, third, and fourth research question for the first 
main sample and the fifth question were to answer for the multi group (MGA) for; country 
(UK and USA), gender (Male and Female), and intent level of experience (Intermediate and 
Advanced) as shown in Figure 7.1. 
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7.2 Main Conclusions 
Online luxury shopping has risen into the daily life of consumers as a new method of luxury 
lifestyle, which has become a tool for researchers to highlight new contexts and to understand 
the process involved in buying luxury goods online (before, during, and after). To fulfil 
consumers’ need for buying luxury goods online, marketers need to adopt internet 
technologies that improve their websites, and in turn, increase their sales and revenues, 
starting from the grey screen and ending with the customer’s loyalty. This study has 
investigated the adoption of new technology in their online selling platforms, specifically 
regarding luxury consumers, as they share a similar attitude and culture towards buying 
online luxury products from fashion brand e-stores. Using a quantitative method of analysis 
through an online survey and employing structural equation modelling, this study has 
revealed that four main external factors affect consumer attitude towards the purchase online 
luxury goods: e-service quality, social network site usage, social media marketing activities, 
and perceived brand value. The study used an appropriate method for research design in order 
to better understand consumers who buy from websites, and to gain knowledge about the 
sociology behind luxury internet shopping. An online questionnaire was used to collect data 
from 313 consumers who purchase luxury goods online. The structural model, testing 
fourteen hypotheses, conceptualises the casual relationships among the eight constructs, 
based on the COLS model. It shows that consumer attitude is influenced by external factors 
towards their purchase of online luxury shopping; these external factors remain unclarified 
and are not specified.  Although the role of COLS, created through the theory of extended 
TAM, is well established, empirical evidence remains inconclusive. Among the reasons are 
the limited and narrow approaches adopted in the literature. Hence, the role of COLS in 
enhancing consumer attitude behaviour requires further empirical research that would justify 
their use and improve their efficiency. Furthermore, investigating the role of COLS in the 
buying process would also require examination of the external factors on consumer attitude. 
In particular, identifying the external factors predicting consumer attitude is useful to link the 
effect of COLS to the relevant factors crucial for researchers and marketers across the 
internet. In this respect, the study has adopted a comprehensive approach, simultaneously 
exploring the effects of external factors on consumer attitude as well as internally within the 
purchase life cycle that leads to continuance.  
This study set five research objectives to be addressed. The first objective was to identify the 
key factors that affect consumers’ attitude towards luxury online shopping. In the obtained 
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results from the COLS sample, it revealed that four external factors (i.e. e-service quality, 
social media marketing activities, social network site usage and perceived brand value) have 
the heaviest weight in affecting consumer attitude towards purchasing online luxury goods. It 
was found that e-service quality was the factor affecting the consumer attitude the most. Such 
results highlight the crucial role of external factors in impacting customers’ global mind-set 
in taking action to purchase online luxury goods. Having said this, the role of the external 
factors in COLS model in three remaining sets of comparison – country, gender, and internet 
experience level – are not to be neglected. In fact, their role was found to be important, yet 
the COLS model adopted in this study has reflected the primacy of the external factors on 
consumer attitude towards online luxury shopping over these three sets.  
The second objective of the research was to examine the consumer attitude and its effect on 
the purchase life cycle in an online luxury shopping context. The findings have tested and 
confirmed the significant and positive effect that the consumer attitude enhances the purchase 
life cycle and may directly increase the buying process.  
The third objective of the research was to identify the external factors influencing consumers’ 
intention through consumer attitude. In this regard, the study has confirmed the impact of 
such external factors is more indirect on the main sample (SNSU, SMMA and PBV), and was 
only direct on e-SQ. However, the role of consumer attitude in enhancing external factors and 
regularity was indirect rather than direct. Confirming the unsuitable approach adopted by 
most previous studies (direct), the present findings illustrate that the external factors do not 
increase the intention per se, but rather improve the consumer attitude which would in turn 
increase and motivate the intention. Having said this, the mediation test confirmed the 
indirect effect in the main sample (SNSU, SMMA and PBV) and also direct and indirect 
effects (e-SQ) were found to be statistically significant. The mediation tests have suggested 
that external factors’ effect on intention is explained through consumer attitude.  
The fourth objective of the study was to investigate the relationship effects inside the 
purchase life cycle in online luxury shopping context. The study confirms the significant and 
positive effect inside the purchase life cycle process. Indeed, the decision maker’s mind set 
during the process of accepting the consumer purchase life cycle significantly increases their 
buying behaviour, thus confirming that the purchase life cycle enhances the chances of 
customers making online luxury purchases and is therefore crucial. 
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The fifth objective of the study was to identify differences between the main sample and the 
three sets of comparisons for MGA analysis (countries, gender, and internet level of 
experience). Broadly, with all three sets of comparisons, all results acted similarly in the first 
stage (external factors with attitude) of the COLS model. Only gender and internet level of 
experience have been found to have different results compared to the main sample, namely 
the impact of PBV on attitude was non-significant. In terms of gender, it was found that 
female act higher than male, and regarding the experience level it shows that advanced-level 
users are greater than intermediate-level users. In the second stage, the relationship between 
consumer attitude and purchase life cycle act similarly and are significant. In the country 
comparison, a non-significant relationship was found with gender and internet level of 
experience only. About the relationship between attitude and actual purchase, as in gender, it 
was found that female acted higher than male, and regarding the experience level it showed 
that advanced-level users are greater than intermediate-level users, and the rest of the test was 
found to be significant. Moreover, in the third stage (purchase life cycle process), a difference 
was shown to be in the country comparison of the actual purchase with e-satisfaction and e-
loyalty. It showed that in the USA customers rate in both relationships is higher than in the 
UK, and it has been noticed that gender and internet level of experience acted similarly in all 
the relationships. It was also found that the only difference was in the relationship between 
intention and actual purchase. As for gender, male were higher than female, whereas in the 
experience level it was intermediate-level which was higher than advanced. This suggests 
that there were no great differences. If we need to test consumers on their online luxury 
shopping habits, we must ensure that the participants are from the same region and culture, so 
that they share similarity in terms of decisions process as they will share the same 
information and experience.  
7.3 Contributions and Research Implications 
The findings of this thesis have significance for a number of user groups, including marketers 
using online channel to sell luxury products and academic society. The following discusses 
both theoretical and practical implications of this research. 
7.3.1 Theoretical Implications 
This research is a twofold study. It first examines the COLS sample in total, which provides 
empirical results that contribute to online luxury shopping. Furthermore, it tests the COLS 
model using a multi-group analysis in three sets (country, gender, and internet level of 
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experience). Looking back at the literature review in Chapter 2, it is clear that consumers who 
already purchase online luxury goods face a great deal of experience and information that 
influence their attitude towards their decision to purchase online luxury products as a result of 
multiple external factors caused by web-atmosphere. Instead of adopting online luxury 
shopping and gaining from its potential, consumers who purchase online luxury goods are 
characterised by their accepting the external factors as information or experience of buying in 
general, and to purchase from a particular site as a first stage of the buying behaviour process 
for this study. More research is needed to identify the external factors (Ahn et al. 2004) that 
affect the adoption of online luxury shopping from the consumers’ point of view, as these 
factors have not been well documented in the context of the luxury brand sector so far. 
The study aimed to investigate the factors that affect consumers to purchase online luxury 
shopping, starting from the external information (external factors), during the process 
(consumer attitude), and after the process (purchase life cycle). The findings help to provide a 
better understanding of consumer attitude in online luxury shopping, especially in developed 
countries, where to date, few studies have been conducted on technology adoption 
specifically with luxuries. Although several studies have looked at luxury shopping in 
developed countries or from the original brand country (McFerran et al. 2014), there have 
been limited study of the luxury shopping brand online. Thus, there needs to be an 
investigation about the research topic and to conduct a country comparison with different 
regions to be more precise, for example developing countries with high income such as the 
Gulf states, and emerging countries who are in love with online luxury brands such as China 
and Korea. Several research studies have been carried out on luxury brands in developed and 
emerging countries, but none focused on internet shopping or made any kind of comparison. 
This study therefore provides further understanding of the buying behaviour in online luxury 
shopping and the relationships among all the external factors and internal in purchase life 
cycle that affect consumers’ attitude toward buying luxuries online. 
The findings help to answer the research questions which aim to understand what needs to be 
overcome in future research. Although online luxury shopping pushes marketers to adopt 
online stores, some researchers do not believe that benefits can be gained from the adoption 
of external factors as a method to grasp information and build the experience to consumer 
attitude. However, others believe there are benefits and have taken some steps towards 
adoption but face difficulties that prevent them from moving to a more advanced level of 
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online luxury shopping. Additionally, this study reflects on the factors that impact consumer 
attitude towards buying luxuries online. 
Furthermore, the measurement model developed in this study and the procedures used to 
ensure validity for quantitative research could be useful for academics and researchers 
conducting further research into consumer attitude toward online luxury shopping.  
The study has provided a way of identifying the external factors that affect consumer attitude. 
The importance of the attitude level has also been stressed and the process in purchase life 
cycle. As a result, the COLS model highlighted some factors which need to be focused on in 
future research. It has been found that from the external factors as a first stage in the COLS 
model, e-service quality has a high rate which needs more consideration. However, the 
remaining external factors were also highly important, such as social network, social media 
marketing activities and perceived brand value, as they all contribute to the understanding of 
the products and the buying process. Stress is given to the power of social platforms such as 
social networks and social media, due to the fact that they are the main online stage targeting 
consumers nowadays. Moreover, consumers tend to be loyal to a brand when it fulfils their 
needs starting from quality perspective and value. This will be useful for other academics 
who should be encouraged to investigate the external factors affecting each single level of 
adoption, namely static web presence, interactive online presence, electronic transactions, and 
electronic integration, to determine the pressures, benefits and barriers relevant to each level. 
This study developed the COLS model from the theory of the extended TAM, and defined 
key constructs/variables and relationships among the constructs/variables in terms of 
consumer perception of online luxury shopping. The model presents the beliefs variables as 
external factors (perceived usefulness and perceived ease of use) to help explain how they 
affect the adoption of using online luxury shopping. The COLS model highlights the 
importance of external factors, consumer attitude and purchase life cycle as key elements of 
online luxury shopping. It explores the mediating effects of external factors and intention. 
The study's findings reveal that COLS has noble explanatory authority in construing online 
luxury shopping. In terms of contribution to methodology, the study has brought together 
constructs that were previously examined independently in various contexts. The group of 
constructs of ‘external factors’, ‘mediating’ and ‘purchase life cycle’ in relation to online 
luxury shopping have all formerly been studied independently, as demonstrated in the 
literature review. The interrelationships of the three main groups of constructs reveal a 
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measurement model which can be used to predict online luxury shopping by consumer 
attitudes in all online luxury consumers with high explanatory power. 
The measurement model created in this study could be used further to investigate other 
disciplines of technology adoption, such as apparel, tourism or airline (e.g. electronic data 
trading) and also different categories of small business luxury fashion brand website retailers, 
or big business, i.e. malls. By using this measurement model to measure online luxury 
shopping, researchers may enrich and add to the extant literature.   
 
7.3.2 Implications for Marketing Practice 
This study has valuable implications for marketing practice, especially for luxury brands. The 
acceptance of an online luxury shopping website improves marketers’ knowledge of the type 
of customers they are dealing with and the type of technology they are using to engage with 
the brand, encouraging them to do a better job in serving customers and enhancing their 
commitment to the company. This study has highlighted the factors involved before purchase, 
during purchase, and after purchase, which shows what is happening inside the buying 
process as a whole for online luxury shopping. Marketers might also note that adopting an 
online luxury shopping website and recognising which factors affect buying, either externally 
or internally, can improve business efficiency. The results of this research brought valuable 
suggestions as to recognising the factors that affect online luxury shopping. This could 
encourage global luxury brands to take action, such as introducing active response in terms of 
services and engaging with customers on social network sites and social media marketing. 
The findings of this study reveal that e-service quality is perceived to be the greatest external 
factor affecting consumer attitude towards buying luxuries online. When the buying occurs, 
the company’s or the retailer’s website needs to recognise customer desire from the service 
facilities online, and to maintain the highest technologies that can bring the services in. 
Consumers who buy luxury brands online seek services that meet their needs in terms of 
transaction, shipping, security, responses from sales assistance online, and packaging – all 
these matters can affect consumers’ decision to purchase. Marketers could consider these 
elements as they are the most important results. Further significantly positive factors were 
social media marketing activities and social network sites; our consumers tended to use these 
sites to grasp the information they needed about any luxury brand items. Social media 
marketing activities are controlled by brand marketers, and they need to consider that 
customers want to see entertainment on their website and the content need to be interesting. 
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Furthermore, in order to fulfil the term of interaction between customers, they need to 
consider whether there is space for their opinion exchange. Moreover, customers are looking 
for new and updated information regarding brand new collections. By considering these 
elements in social media marketing activities, marketers’ reliability to their customers will be 
high and will enrich the company information based on customer feedback, reviews, sharing, 
and liking their brand page. The luxury brand companies’ webpage in the social network 
provides a platform to demonstrate how sophisticated and luxurious their products are. Hence 
marketers, as the sales designer regarding adoption by luxury brand retailers’ websites, 
should be encouraged to invest in technology and link social network and social media 
accounts to identify what luxury customers need. From these points, marketers can overcome 
customers’ requirements for perceiving brand value is essential, as shown in this research. 
Brand value, from consumers’ point of view, is provided to them in terms of social and 
emotional value acceptance for their appearance in society and financial status. Perceived 
brand value will be brought to their utilitarian value in the sense that luxury brand products 
have consistent quality that never changes, which consumers like. It has been revealed from 
the results of this study that the adoption of online luxury shopping can help to establish a 
reputation for brand value in global luxury markets. In that case, marketers need to consider 
consumers who purchase their products online to have the same quality every time they 
purchase. Customers who purchase online luxuries are wealthy consumers with a full time 
job, from males in the USA and females in the UK, and as shown in our results there is an 
expectation that the brand website provides most of the service functions in all aspects. By 
providing marketers with information about how consumers purchase online luxury shopping, 
starting from the external factors that impact their attitude to purchase and followed by the 
purchase life cycle, it gives them a big vision of how they can consider all significant factors 
that make a difference to consumer attitude. Understanding the determinants that affect the 
purchase life cycle process can positively influence actual purchase of luxury brand online, 
and could result in enhanced customer satisfaction and loyalty, and increase survival 
prospects. It is highly important for marketers to keep customers who purchase online goods 
loyal to their brands. Considering consumer behaviour during purchase and their attitude that 
ultimately drives them to purchase is important. According to the results, consumers’ attitude 
plays a central role in encouraging consumers to intend and then carry out an actual purchase 
online. Additionally, knowing their target consumers and where they come from will help 
marketers to design their sales efficiently. The result of this study shows that a country 
comparison from the UK and USA represents developed countries which share similar 
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culture and experience of using technology, and that all determinants can motivate consumers 
from the UK and USA to purchase. However, by recognising the external factors affecting 
consumer attitude between the UK and the USA could enable marketers to create strategies to 
expand their sales through gaining the right external factors to be clearer for consumers, 
while identifying any weaknesses and training needs that present potential errors. In 
conclusion, marketers will be able to prepare better sales platforms online for expansion and 
set priorities regarding the implementation of online luxury brands when they cover the entire 
buying process (before purchase, during purchase, and after purchase).  
7.4 Study limitations 
Like all studies, this study has some limitations. This research has been impacted by several 
restrictions, which are discussed below. 
 
7.4.1. Time 
The researcher had to divide time on a manageable basis with the research being undertaken 
in two countries, and that was a challenge. Therefore, the researcher ensured to write down 
names of personal contacts and people who can be related to the study area. More importantly, 
the researcher developed a sharp timetable to stick to when conducting the research and that 
saved the researcher time.  
 
7.4.2 Targeted Respondent  
The targeted respondent is the most important factor that a researcher must consider when 
undertaking a survey. The research’s targets in this instance are consumers who purchase 
online luxury fashion brands. However, this study do not considering product type or name, 
as the research needs to understand consumers behaviour in terms of buying luxury online  
(Pascual-Miguel et al. 2015). Contacting this section of respondents was difficult, as the only 
way to do so was via email. To address this matter, several email reminders were sent in 
order to enhance the number of responses. 
7.4.3 Significance Factors 
The study investigates the perceptions of online luxury consumers from external and internal 
perspectives regarding online shopping, hence, still there are many factors in both 
perspectives that can bring implications. Thus, external factors and purchase life cycle are 
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used in this study as antecedents and consequences of online luxury shopping. This study has 
selected the most significant variables that affect consumer attitude toward online luxury 
shopping and excluded some others based on the results of the questionnaire analysis. The 
omitted variables could be considered in future studies and could be measured in different 
contexts or linked with different variables, such as that of small tourism enterprises. The 
study is restricted to customers who purchased online luxury shopping within the last six 
months, excluding those who did not make any purchases during the time period. Online 
luxury customers were selected because they are applicable to purchase locally and globally, 
and their buying experience activities could allow them to purchase online luxuries more 
frequently and enhance their competitive position and operational efficiency. The insights 
revealed by this study should help those marketers to improve and to be more up-to-date with 
customers in terms of technology communication tools, and also internally such as service 
quality in the global luxury brand market. 
7.4.4 Sampling  
Regarding sampling limitations, selecting the United Kingdom and the United States of 
America as the geographical sampling frame restricted the data collected. It could be argued 
that this approach has given biased results. However, the quantitative findings were used to 
explain consumer views for online luxury shopping and attempted to understand the way of 
thinking as the potential segments are buying electronically behind the grey screen. The 
present study adopted a post-positivistic approach using quantitative questionnaires as a 
method of data collection to compare between two developed countries (UK and USA). The 
results allowed the study to explore the similarity of results from the analysis due to them 
sharing the same culture and purchase behaviour in online luxury shopping context. However, 
the post-positivistic approach could neither empirically provide an in-depth explanation on 
how online luxury consumers are enhanced by the use of online luxury shopping, nor uncover 
the external factors leading to differences between the two countries. Such in-depth 
explanations can only be achieved by an interpretive approach. Hence, future studies could 
adopt a qualitative methodology using in-depth interviews with luxury online consumers to 
increase understanding on the way the identified luxury brand online, and the differences in 
the comparisons process between counties, gender, and internet experience level contexts.  
In the data analysis, a single method, the PLS-SEM, was used. Using multiple analysis 
methods may help, to highlight the differences and to answer the research questions. Even 
though comparison analysis was done for country comparison, gender, and internet 
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experience level in this study. Another dimension for comparison analysis can complement 
the work. Constructing from the discussed limitations, the following section provides several 
directions for further research.  
7.5 Directions for Future Research 
 Future research could address the identified external factors and purchase life cycle to 
make links between them, and see if there is any relationship regarding purchasing 
online luxury shopping, with a stronger focus on the purchase level so as to 
distinguish how the external factors and purchase life cycle relate to each level. This 
will help researchers to understand the external factors and purchase life cycle related 
to their particular level of purchase, and how the mediation variable (consumer 
attitude) can help affect it more positively.  
 Marketers could also benefit as they could take actions to address these barriers to 
online luxury brands in other countries not listed in this study.  
 Comparing the developing countries with developed countries against the purchase of 
online luxuries and any potential difficulties could be another interesting area for 
future research. This could support the validity of the model developed in this study, 
and confirm the real benefits to be gained from e-commerce adoption in comparison 
to the perceived ones. 
 Further research could investigate how business-to-business for online luxury 
shopping can support to online luxury brands, as the retailers will be treated as 
consumers to the main brand. Recent researchers have acknowledged that more 
information obtained through different perceptions will add to the understanding of 
online luxury brands, as new, previously unsearched contexts ‘online luxury’ could be 
studied and the results used to increase brand e-retailers’ revenue. The e-marketing 
challenges involved with e-commerce websites is another explanatory variable that 
should be included in future studies so as to measure its effect on the adoption of e-
commerce.  
 Comparative study of developing versus developed countries could contribute to the 
knowledge and provide new insights into the factors that affect consumer attitude 
towards online luxury shopping. It could also confirm the use of the developed COLS 
model from TAM in predicting consumer attitude in online luxury shopping, and 
compare with non-luxury online shopping or offline luxury shopping.  
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 Forthcoming studies could also test the COLS model on other online luxury shopping 
in the fashion brands, tourism and hotels of developing countries, developed countries, 
and emerging countries, so as to ascertain its applicability and generalisability. 
 Academics would also be welcome to contribute and develop the COLS model in 
different online luxury shopping contexts, such as fashion, tourism and hotels. 
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Appendix A: Questionnaire Survey 
 
 
ONLINE LUXURY SHOPPING QUESTIONNAIRE 
 
Dear Sir/Madam, 
 
Thank you for taking time to complete this survey. Your answer is important to us. This 
survey is part of a PhD project on "Consumer perception of web service quality in online 
luxury shopping" with Plymouth University.  To ensure your anonymity, all of your answers 
are sent directly to the secure university database. Your completed survey answers will be 
only seen by the research team. Regardless of the situation, no individual responses will be 
identified on any of the questionnaires. If you wish to stop completing the survey at any time, 
please feel free to do so. I am interested in your views about online luxury shopping behavior 
in your company. The researcher use "Luxury" to describe the top category of prestigious 
brands and the term of online luxury brands identifies high quality, expensive and non-
essential and tangible products and services that are perceived by consumers. The survey is 
comprised of 4 parts. Part 1 is about demographic information, part 2 your shopping 
experience for luxury product, part 3 is about the factors that can affect your attitude to 
purchase online luxury shopping, part 4 is about your attitude, intention, actual purchase, e-
Satisfaction and e- Loyalty. Please take your time but try not to linger on any one question; 
your first response to the question is usually your true belief. Additionally, you should take 
the questionnaire only once 
Your help will be highly appreciated! 
 
Yours faithfully, 
 
Hawazen Alamoudi 
Doctoral Programme Member 
Plymouth Business School, Plymouth University 
Email: Hawazen.Alamoudi@Plymouth.ac.uk  
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Part 1: This part is about your demographic  
 
Q1 Gender 
 Male  
 Female  
 Prefer not to disclose  
 
Q2 Your Age 
 18 - 24  
 25 - 31  
 32 - 38  
 39 - 45  
 46 -52  
 53 - 59  
 60 and over  
 
Q3 Marital status 
 Single  
 Married  
 Divorced 
 other ____________________ 
 
 
 
Q4 Which country you currently live in? 
 United Kingdom  
 United states  
 Other  ____________________ 
 
If Other Is Selected, Then Skip To End of Block 
 
Q5 Education (Highest degree) 
 High school diploma  
 Bachelor’s degree  
 Master degree  
 PhD  
 other ____________________ 
 
Q6 Occupation 
 Student  
 Full time employee  
 Part time employee  
 Unemployed  
 other ____________________ 
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Q7Annual Income (convert to your equivalent currency) 
 Under £15,000  Or  $25,264 (1) 
 £15,000–£49,999  Or $25,264 - $83,999 (3) 
 £50,000–£79,999   Or  $84,000 - $134,999 (4) 
 £80,000–£99,999  Or $135,000 -  $ 167,999 (5) 
 £100,000–£199,999 Or $168,000 -  $ 335,999 (6) 
 £200,000–£299,999 Or  $336,000 - $503,999 (7) 
 Over 300,000  Or Over $504,000 (8) 
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Part 2: This part is about your recent Online shopping experience and your thoughts 
in luxury fashion brand  
 
Q1 Amount of luxury fashion goods purchased within last 6 months 
 No items  
 1 - 3 items  
 4 - 6 items  
 7 - 10 items  
 more than 10 items  
If No items Is Selected, Then Skip To End of Block 
 
Q2 Money spent on one luxury fashion highest item  
 under £150 or under $250  
 £150–£499.99    Or    $250 - $850.99  
 £500–£799.99 Or $851 - $1350.99  
 £800–£999.99 Or $1351 -  $1699.99  
 £1,000–£1,499.99 Or $1700 -  $2499.99  
 £1,500–£4,999.99 Or $2500 - $ 8399.99  
 £5,000 and up Or $8400.00 and up  
If under £150 US Dollar  under... Is Selected, Then Skip To End of Block 
 
Q3 Please select any type of luxury online purchase (tick all that apply). 
 luxury brand for clothes  
 luxury brand for shoes  
 luxury brand for jewelry  
 luxury brand for Bags  
 luxury brand for sunglasses  
 luxury brand for scarf  
 others  ____________________ 
 
Q4 which luxury brand did you purchase from online? ( tick all that apply) 
 Burberry  
 kate spade  
 Coach  
 Gucci  
 Dolce & Gabbana  
 Tory Burch  
 Ralph Lauren  
 Calvin Klein  
 Hugo Boss  
 Louis Vuitton  
 others  ____________________ 
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Part 3: This part is asking you about the possible factors affecting your luxury online 
shopping. 
Q1 The following group of statements will ask for your thoughts about your “Perceived Brand 
Value” on online luxury shopping. Please think about the last e-retailer that you purchased 
from. There are no rights or wrong answers.  
 strongly 
Disagree  
Disagre
e  
Neither 
Agree nor 
Disagree  
Agree  Strongly 
Agree  
1- A person who wears luxury 
fashion brands appears 
financially successful.  
          
2-A person who wears luxury 
fashion brands appears 
sophisticated.  
          
3-A person who wears luxury 
fashion brands appears to be a 
member of high social class.  
          
4- Luxury brand have a 
consistent quality.  
          
5- A person who wears luxury 
fashion brands appears to be 
respected by others.  
          
6- I tend to release stress by 
shopping online for luxury 
fashion brands.  
          
7- Luxury online brands are 
easy to refund and exchange.  
          
8- Luxury brands are easy to 
maintain and wash.  
          
9- I purchase  online luxury 
fashion brands only when they 
are on sale.  
          
10- I purchase online luxury 
fashion brands only when they 
are reasonably priced.  
          
 
 
Q2 Can you please tell us any additional information that not mentioned? 
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Q3 The following group of statements will ask for your thoughts about your “Perceived 
usefulness” on online luxury shopping? Please think about the last e-retailer that you 
purchased from. There are no rights or wrong answers. 
 
 Strongly 
Disagree 
Disagree  Neither 
Agree nor 
Disagree  
Agree  Strongly 
Agree  
1- Using the internet for 
my clothing luxury 
shopping would enable 
me to accomplish tasks 
more quickly.  
          
2- Using the internet for 
my clothing luxury 
shopping would 
increase my 
productivity.  
          
3- Overall, using online 
luxury shopping for 
clothing products is 
advantageous.  
          
4- Using the internet in my 
clothing luxury 
shopping would 
improve my shopping 
performance.  
          
5- Using the internet 
would make it easier to 
shop for clothing.  
          
 
Q4 Can you please tell us any additional information that not mentioned? 
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Q5 The following group of statements will ask for your thoughts about your " Perceived ease 
of use"  on online luxury shopping?. Please think about the last e-retailer that you purchased 
from. There are no rights or wrong answers. 
 Stron
gly 
Disag
ree  
Disagree  Neither 
Agree nor 
Disagree 
Agree  Strongly 
Agree  
1- It is easy for me to 
remember how to 
perform online 
luxury shopping 
using the internet. 
          
1- I believe that it is 
easy to get luxury 
products online to do 
what I want it to do.  
          
2- My interaction with 
online luxury 
shopping is clear 
and understandable.  
          
3- Overall, I believe 
that shopping online 
for luxury product(s) 
is easy to use.  
          
 
 
 
Q6 Can you please tell us any additional information that not mentioned? 
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Q7 The following group of statements will ask for your thoughts about your “Social media 
marketing” on online luxury shopping?. Please think about the last e-retailer that you 
purchased from. There are no rights or wrong answers. 
Q8 Can you please tell us any additional information that not mentioned? 
 Strongly 
Disagree  
Disagree  Neither 
Agree nor 
Disagree  
Agree  Strongly 
Agree 
1- Using online luxury 
brand social media is 
fun.  
          
2- Content shown in online 
luxury brand social 
media seem interesting.  
          
3- Online luxury brand 
social media enables 
information sharing with 
others.  
          
4- Conversation or opinion 
exchange with others is 
possible through online 
luxury brand social 
media.  
          
5- It is easy to deliver my 
opinion through online 
luxury brand social 
media.  
          
6- Content shown in online 
luxury brand social 
media is the newest 
information.  
          
7- Using online luxury 
brand social media is 
very trendy.  
          
8- Online Luxury brand 
social media offers 
customized information 
search.  
          
9- Online luxury brand 
social media provides 
customized service.  
          
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Q9 The following group of statements will ask for your thoughts about your “Social network 
site" on online luxury shopping? Please think about the last e-retailer that you purchased 
from. There are no rights or wrong answers. 
 
 Strongly 
Disagree  
Disagree  Neither 
Agree nor 
Disagree  
Agree  Strongly  
1- On average, each week I 
use my social network 
site for luxury brand 
website often. 
          
2- For each log session, I 
use my social network 
site for luxury brand 
website long. 
          
3- On my social network site 
for luxury brand, I often 
post something  
          
4- On my social network site 
for luxury brand , I often 
view something. 
          
5- On my social network site 
for luxury brand, I often 
share something  
          
6- On my social network site 
for luxury brand, I often 
reply to others.  
          
7- On my social network site 
for luxury brand, I often 
search website shopping  
          
Q10 Can you please tell us any additional information that not mentioned? 
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Q11 The following group of statements will ask for your thoughts about your " Electronic 
word of mouth (eWOM)" on online luxury shopping?. Please think about the last e-retailer 
that you purchased from. There are no rights or wrong answers. 
 Strongly 
Disagree  
Disagre
e  
Neither 
Agree nor 
Disagree  
Agree  Strongly 
Agree  
1- I will refer to eWOM 
information in a purchase 
decision for online luxury 
shopping.  
          
2- eWOM information will 
crucially affect my 
purchase decision when I 
want to buy luxury 
product(s)  brand.  
          
3- I would like to pass along 
information on brand (s), 
product(s), or service(s) 
from luxury brand social 
media to my friends.  
          
4- I would like to upload 
content from luxury brand 
social media on my blog or 
micro blog.  
          
5- Overall, I think eWOM 
information is credible 
towards buying online 
luxury product(s)  
          
 
 
Q12 Can you please tell us any additional information that not mentioned? 
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Q14 The following group of statements will ask for your thoughts about your " e-Service 
quality " on online luxury shopping?. Please think about the last e-retailer that you purchased 
from. There are no rights or wrong answers. 
 Strongly 
Disagree  
Disagree  Neither Agree 
nor Disagree  
Agree  Strongly 
Agree  
1- The online luxury brand 
company will perform 
the service correctly.  
          
2- When the online luxury 
brand company 
promises to do 
something, it will do so.  
          
3- The online luxury brand 
company will keep my 
records accurately.  
          
4- The online luxury brand 
company will give me 
prompt service.  
          
5- I will receive prompt 
responses to my 
requests.  
          
6- The online luxury brand 
company will quickly 
resolve problems I 
encounter.  
          
7- The online luxury brand 
company will properly 
handle any problems 
that arise.  
          
8- The online luxury brand 
company has the 
knowledge to answer 
my questions. 
          
9- The online luxury brand 
company will comply 
with my requests.  
          
10- The online luxury brand 
company content is 
easy to follow. 
          
11- It will be easy for me to 
complete a transaction.  
          
12- Using the online luxury 
brand website requires 
a lot of effort.  
          
13- The online luxury brand 
website provides wide 
ranges of services.  
          
14- The online luxury brand 
website provides 
services with the 
features I want.  
          
15- The online luxury 
website provides most 
          
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of the service function 
that I need.  
16- Please select 
"Disagree" to continue.  
          
17- All my needs are 
included in the online 
luxury brand website.  
          
18- The online luxury brand 
company will not 
misuse my personal 
information.  
          
19- I feel safe in online 
transactions through 
the luxury brand 
website.  
          
20- I feel secure in 
providing sensitive 
information (e.g., credit 
card number) to the 
luxury brand website.  
          
21- The risk associated with 
online transaction on 
the luxury brand 
website is low.  
          
 
Q15 Can you please tell us any additional information that not mentioned? 
 
Q16 Which one of these factors affect your attitude more to purchase online luxury, please 
specify why from your experience?  
a- perceived usefulness 
b- Perceived ease of use 
c- Perceived brand valued 
d- Social media 
e- e-Social network site usage 
f- eWOM 
g- e-Service quality 
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Part 4: This part is asking you about your (attitude, intention, actual purchase, e-
Satisfaction, and e-Loyalty) affecting your buying luxury online. 
 
Q1 The following group of statements will ask your thoughts about your "Attitude" towards 
online luxury shopping. Please think about the last e-retailer brand (e.g., Gucci, Burberry, 
Louis Vuitton, etc.) that you purchased from. There are no rights or wrong answers. 
 Strongly 
Disagree  
Disagree  Neither Agree 
nor Disagree  
Agree  Strongly 
Agree  
1- Using the luxury 
brand website for 
online luxury 
shopping is 
bad/good idea.  
          
2- The luxury brand 
website makes 
shopping more 
interesting.  
          
3- Shopping with the 
online luxury brand 
is fun. 
          
4- I like shopping with 
the online luxury 
brand.  
          
 
 
Q2 Can you please tell us any additional information that not mentioned? 
 
Q3 The following group of statements will ask your thoughts about your "Intention" towards 
online luxury shopping. Please think about the last e-retailer brand (e.g., Gucci, Burberry, 
Louis Vuitton, etc.)  That you purchased from. There are no rights or wrong answers. 
 Strongly 
Disagree  
Disagree Neither 
Agree nor 
Disagree  
Agree  Strongly 
Agree  
1- I intend to shop online 
for luxury product(s) in 
the future.  
          
2- I predict I would shop 
online for luxury 
product(s) in the 
future.  
          
3- I intent continue to 
shop online for luxury 
product(s to improve 
convenience.  
          
 
 
Q4 Can you please tell us any additional information that not mentioned? 
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Q5 The following group of statements will ask your thoughts about your "Actual purchase” 
towards online luxury shopping. Please think about the last e-retailer brand (e.g., Gucci, 
Burberry, Louis Vuitton, etc.) that you purchased from. There are no rights or wrong 
answers. 
 Never  Rarely  Someti
mes  
Most of 
the Time  
Always  
1- When I shop online 
for luxury product(s), 
I usually buy 
something in the 
same internet 
session internet 
session.  
          
2- Of the times you visit 
online luxury stores, 
what percentage of 
the times do you 
actually buy 
something.  
          
3- When I place luxury 
product(s) in my 
shopping cart, I 
usually buy it during 
the same Internet 
session.  
          
 
 
Q6 Can you please tell us any additional information that not mentioned? 
 
Q7 The following group of statements will ask your thought about your "e-Satisfaction" 
toward online luxury shopping. Please evaluate online luxury stores relative to traditional 
retail stores of each of the dimensions: think about the last e-retailer brand (e.g., Gucci, 
Burberry, Louis Vuitton, etc.) that you purchased from. there are no rights or wrong answers. 
 Much 
worse than 
traditional 
store  
Worse than 
traditional 
store  
About the 
Same  
Better than 
traditional 
store  
Much 
better than 
traditional 
store  
1- Total shopping time.            
2- Convenience.            
3- Ease of browsing.            
4- Number of offerings.            
5- Variety of offerings.            
6- Quantity of 
information.  
          
7- Quality of 
information.  
          
8- Financial security of 
the transaction. 
          
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Q7 Continue e-Satisfaction 
 Poor  Fair  Good  Very Good  Excellent  
9- Presenting 
uncluttered screens. 
          
10- Providing easy-to-
follow search paths.  
          
11- Presenting 
information fast.  
          
 
 
Q7 Continue e-satisfaction  
 Very 
Dissatisfied  
Dissatisfied  Neutral  Satisfied  Very 
Satisfied  
12- Overall, how do you 
feel about your 
online luxury 
shopping 
experience?  
          
 
 
Q7 Continue e-satisfaction  
 Very 
Displeased  
Displeased  Neutral  Pleased  Very 
Pleased  
13- Overall, how do 
you feel about your 
online luxury 
shopping 
experience?  
          
 
 
Q8 Can you please tell us any additional information that not mentioned? 
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Q9 The following group of statements will ask your thoughts about your "e-Loyalty” towards 
online luxury shopping. Please think about the last e-retailer brand (e.g., Gucci, Burberry, 
Louis Vuitton, etc.) that you purchased from. There are no rights or wrong answers. 
 Strongly 
Disagree  
Disagree  Neither Agree 
nor Disagree  
Agree  Strongly 
Agree  
1- I seldom consider 
switching another to 
online luxury shopping.  
          
2- I believe that this is my 
favorite online luxury 
website.  
          
3-  I need to purchase, this 
luxury shopping website 
is my best choice.  
          
Q10 To what extent these variables are important to you  (attitude, intention, actual 
purchase, e-Satisfaction, e-Loyalty)  in terms of buying luxury online, please specify why? 
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Appendix B: Consent Form 
Participant’s Signature: ______________________________  
Date: _________________________ 
 
 
 
 
Plymouth Business School 
Consent Form 
 
What is this project about? 
This project is about “consumer perceptions of web service quality in luxury online shopping. 
This research examines how consumers perceive web service quality within the environment of 
luxury online shopping in order to provide an understanding of the consumer perceptions of web 
service quality in luxury online shopping. It would discuss mediating variables in luxury online 
shopping, and purchase decision including the retailing environment and market condition 
analysis.  
Who are we? 
This project is undertaken by Hawazen Omar Alamoudi, a PhD student with School of 
Management at Plymouth University. The supervisors are Dr. Shaofeng Liu, Prof. Phil Megicks, 
and Dr. Dulekha Kasturiratne. 
Confidentiality 
All information given will be treated confidentiality. Published work will always anonymise any 
responses and never identify the source. Any audio–recording will be kept securely and will be 
destroyed no more than 12 months after the PhD viva. 
Right to withdraw 
Participation is voluntary and you have the right to withdraw from the study before 01/08/2014. 
Please note that after the date given above, we will not be able to withdraw the data as a 
substantial amount of data analysis work would have been done.  
Feedback 
You may obtain information on the project progress or a summary of the findings of the research 
by contacting Hawawzen.alamoudi@plymouth.ac.uk  
Thank you in advance for your interest and assistance with this research.  
 
Participant’s Name: _____________________________________________________  
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Appendix C: Response Rate  
The External factor from COLS constructs 
1- Electronic-Service Quality Construct: 
Table of Electronic –Service Quality indicates that the Cronbach’s alpha for the e –SQ construct is 
89.7. This Cronbach’s alpha is excellent and above the advocated threshold of 0.7. 
Formative,  20 items Corrected item- total 
correlation 
Cronbach’s alpha if 
Item Deleted 
e-SQ1) The online luxury brand company will perform the service correctly 
e-SQ2) When the online luxury brand company promises to do something, it will do so 
e-SQ3) The online luxury brand company will keep my records accurately 
e-SQ4) The online luxury brand company will give me prompt service 
e-SQ5) I will receive prompt responses to my requests 
e-SQ6) The online luxury brand company will quickly resolve problems I encounter 
e-SQ7) The online luxury brand company will properly handle any problems that arise 
e-SQ8) The online luxury brand company has the knowledge to answer my questions 
e-SQ9) The online luxury brand company will comply with my requests 
e-SQ10) The online luxury brand company content is easy to follow 
e-SQ11) It will be easy for my company to complete a transaction 
e-SQ12) Using the online luxury brand website requires a lot of effort 
e-SQ13) The online luxury brand website provides wide ranges of services 
e-SQ14) The online luxury brand website provides services with the features I want 
e-SQ15) The online luxury website provides most of the service function that I need 
e_SQ16) All my needs are included in the online luxury brand website 
e-SQ17) The online luxury brand company will not misuse my personal information 
e-SQ18) I feel safe in online transactions through the luxury brand website 
e-SQ19) I feel secure in providing sensitive information (e.g., credit card number) to the 
luxury brand website 
e-SQ20) The risk associated with online transaction on the luxury brand website is low 
.665 
.391 
.365 
.647 
.748 
.578 
.735 
.714 
.613 
.663 
.687 
.654 
-.203 
.700 
.641 
.445 
.532 
.583 
.597 
.647 
.888 
.895 
.896 
.889 
.886 
.890 
.886 
.886 
.890 
.888 
.888 
.888 
.931 
.886 
.888 
.894 
.892 
.890 
.890 
.888 
 
It can be shown that items e-SQ13 (-.203) is found to be redundant and had to be removed. After this 
item had been removed, the Cronbach’s alpha of the Electronic- Service Quality construct was 
improves (see Table) 
Table: e-Service quality constructs Reliability Statistics  
Cronbach’s Alpha Number of Items 
89.7 20 
 Thus, it can be concluded that the E-Service Quality construct employed in this study has 
appropriate reliability. Table e-SQ shows the corrected item – total correlation for Electronic- Service 
Quality construct. 
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Table Electronic- Service Quality Construct Reliability item- Total statistics after item removed 
Formative,  20 items Corrected item- 
total correlation 
Cronbach’s 
alpha if Item 
Deleted 
e-SQ1) The online luxury brand company will perform the 
service correctly 
e-SQ2) When the online luxury brand company promises to do 
something, it will do so 
e-SQ3) The online luxury brand company will keep my 
records accurately 
e-SQ4) The online luxury brand company will give me prompt 
service 
e-SQ5) I will receive prompt responses to my requests 
e-SQ6) The online luxury brand company will quickly resolve 
problems I encounter 
e-SQ7) The online luxury brand company will properly handle 
any problems that arise 
e-SQ8) The online luxury brand company has the knowledge 
to answer my questions 
e-SQ9) The online luxury brand company will comply with 
my requests 
e-SQ10) The online luxury brand company content is easy to 
follow  
e-SQ11) It will be easy for my company to complete a 
transaction 
e-SQ12) Using the online luxury brand website requires a lot 
of effort 
e-SQ14) The online luxury brand website provides services 
with the features I want 
e-SQ15) The online luxury website provides most of the 
service function that I need 
e_SQ16) All my needs are included in the online luxury brand 
website 
e-SQ17) The online luxury brand company will not misuse my 
personal information 
e-SQ18) I feel safe in online transactions through the luxury 
brand website 
e-SQ19) I feel secure in providing sensitive information (e.g., 
credit card number) to the luxury brand website 
e-SQ20) The risk associated with online transaction on the 
luxury brand website is low 
.665 
 
.391 
 
.365 
 
.647 
 
.748 
.578 
. 
735 
 
.714 
 
.613 
 
.663 
 
.687 
 
.654 
 
.700 
 
.641 
 
.445 
 
.532 
 
.583 
 
.597 
 
.647 
.888 
 
.895 
 
.896 
 
.889 
 
.886 
.890 
 
.886 
 
.886 
 
.890 
 
.888 
 
.888 
 
.888 
 
.886 
. 
888 
 
.894 
 
.892 
 
.890 
 
.890 
 
.888 
 
Table Electronic- Service Quality Construct Reliability statistics after Deleting 
Cronbach’s Alpha Number of Items 
.931 19 
 
Table Indicates that the Cronbach’s alpha for Electronic- Service Quality is .931.this Cronbach’s 
alpha is excellent and above the advocated threshold of 0.7. Thus, it can be concluded that the 
Electronic –service Quality construct employed in this study has sufficient reliability. The table also 
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shows the Electronic- Service Quality construct item mean is. Table shows the corrected item-total 
correlations for the electronic- Service Quality construct’s after items removed. 
2- Electronic - Word of Mouth construct 
Table Electronic- Word of mouth demonstrate the corrected inter- item total correlations for the  
e-WOM construct. 
Reflective,  5 items Corrected item- 
total correlation 
Cronbach’s 
alpha if 
Item 
Deleted 
e-WOM1) I will refer to e-WOM information in a 
purchase decision for online luxury shopping  
e-WOM2) e-WOM information will crucially affect 
my company purchase decision when I want to buy 
luxury product(s)  brand 
e-WOM3) I would like to pass along information on 
brand (s), product(s), or service(s) from luxury brand 
social media to my friends 
e-WOM4) I would like to upload content from luxury 
brand social media on my company blog or micro blog 
e-WOM5) Overall, I think e-WOM information is 
credible towards buying online luxury product(s) 
.748 
 
.769 
 
 
.806 
 
 
.803 
                     
 
              .737 
.895 
 
.891 
 
 
.883 
 
 
.884 
            
 
        .898 
 
Table Electronic- Word of Mouth Construct Reliability statistics  
 
Cronbach’s Alpha Number of Items 
91.0 5 
 
Thus, it can be concluded that the Electronic-Word of Mouth construct employed in this study has 
sufficient reliability. The items mean is 91.0. This Cronbach’s alpha is excellent and above the 
supported threshold of 0.7. Table shows the corrected item- total correlation for electronic – word of 
mouth construct. 
3- Social Media Marketing Activities Construct 
Table Social Media Marketing Activities demonstrate the corrected inter- item total correlations for 
SMMA construct. 
Formative,  9 items Corrected item- 
total correlation 
Cronbach’s 
alpha if Item 
Deleted 
SMMA1) Using online luxury brand social media is 
fun 
SMMA2) Content shown in online luxury brand social 
media seem interesting 
SMMA3) Online luxury brand social media enables 
information sharing with others 
SMMA4) Conversation or opinion exchange with 
others is possible through online luxury brand social 
media 
SMMA5) It is easy to deliver my company opinion 
through online luxury brand social media 
SMMA6) Content shown in online luxury brand social 
.817 
.778 
 
.778 
 
.704 
 
.543 
 
.522 
 
.605 
.887 
.890 
 
.890 
 
          .896 
 
        .906 
 
        .908 
 
         .903 
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Table shows that corrected item- total correlations for the Social Media Marketing Activities construct 
nine items (Formative) range from .522 to .817, indicating that no items is dismissed and no item has 
to be removed. 
Table Social Media Marketing Activities Construct Reliability statistics  
Cronbach’s Alpha Number of Items 
90.8 9 
 
Table for SMMA indicates that the Cronbach’s alpha for social Media Marketing Activities in 90.8. 
This Cronbach’s alpha is excellent and above the advocated threshold of 0.7. Thus, it can be 
concluded that social Media Marketing Activities construct employed in this study has sufficient 
reliability.  
4- Social Network Site Usages Construct 
Table Electronic-social network site usage demonstrate the corrected inter- item total correlations for 
the Electronic- SNSU construct. 
Formative,  7 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if 
Item 
Deleted 
SNSU1) On average, each week I use my company social network 
site for luxury brand website often  
SNSU2) For each log session, I use my company social network site 
for luxury brand website long  
SNSU3) On my company social network site for luxury brand, I often 
post something  
SNSU4) On my company social network site for luxury brand , I 
often view something  
SNSU5) On my company social network site for luxury brand, I often 
share something  
SNSU6) On my company social network site for luxury brand, I often 
reply to others  
SNSU7) On my company social network site for luxury brand, I often 
search website shopping 
.802 
 
.766 
 
.837 
 
.768 
 
.818 
 
.780 
 
.744 
.922 
 
.926 
 
.919 
 
.925 
 
.921 
 
.924 
 
.928 
 
 
Table SNSU shows that corrected item- total correlations for the Social Network Site Usages 
construct seven items (Formative) range from .744 to .837, indicating that no items is dismissed and 
no item has to be removed. 
 
 
media is the newest information 
SMMA7) Using online luxury brand social media is 
very trendy 
SMMA8) Online Luxury brand social media offers 
customized information search 
SMMA9) Online luxury brand social media provides 
customized service 
 
.65 
 
 
.770 
 
         .899 
         
 
 .892 
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Cronbach’s Alpha Number of Items 
93.4 7 
Thus, it can be concluded that the Social Network Site Usages construct employed in this study has 
appropriate reliability. Table shows the corrected item – total correlation for Social Network Site 
Usages construct. The items mean is 93.4. This Cronbach’s alpha is excellent and above the supported 
threshold of 0.7. 
5- Perceived Brand Value Construct 
Table Perceived brand value indicates that the Cronbach’s alpha for PBV construct is 86.5. This 
Cronbach’s alpha is excellent and above the advocated threshold of 0.7. 
Formative,  13items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if Item 
Deleted 
 
PBV1) A person who wears luxury fashion brands appears 
financially successful  
PBV2) A person who wears luxury fashion brands appears 
sophisticated 
PBV3) A person who wears luxury fashion brands appears to be a 
member of high social class 
PBV4) A person who wears luxury fashion brands appears to be 
respected by others 
PBV5) Looks the brand good/fit on the person 
PBV6) I tend to release stress by shopping online for luxury 
fashion brands 
PBV7) Purchasing luxury fashion brands is refreshing 
PBV8) When I purchase online for luxury product (s) affiliate 
with social others 
PBV9) Online luxury brands have a consistent quality 
PBV10) Online luxury brands are easy to refund and exchange 
PBV11) Luxury brands are easy to maintain and wash 
PBV12) I purchase online luxury fashion brands only when they 
are on sale 
PBV13) I purchase online luxury fashion brands only when they 
are reasonably priced 
 
.671 
 
.662 
 
.713 
 
.409 
 
.654 
.504 
 
.267 
.360 
 
.509 
.407 
.695 
       .562 
 
.539 
 
.850 
 
.848 
 
.843 
 
.862 
 
.847 
.858 
 
.869 
.865 
 
.857 
.863 
.845 
.854 
 
.855 
It can be shown that items PBV7 (.267) is found to be redundant and had to be removed. After this 
item had been removed, the Cronbach’s alpha of the Perceived brand value construct was improves 
(see Table) 
Table: Perceived brand value constructs Reliability Statistics  
Cronbach’s Alpha Number of Items 
86.5 13 
Thus, it can be concluded that the Perceived brand value construct employed in this study has 
appropriate reliability. Table shows the corrected item – total correlation for Perceived brand value 
construct. 
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Table Perceived Brand Value Construct Reliability item- Total statistics after item removed 
Formative,  13items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if Item 
Deleted 
 
PBV1) A person who wears luxury fashion brands 
appears financially successful  
PBV2) A person who wears luxury fashion brands 
appears sophisticated 
PBV3) A person who wears luxury fashion brands 
appears to be a member of high social class 
PBV4) A person who wears luxury fashion brands 
appears to be respected by others 
PBV5) Looks the brand good/fit on the person 
PBV6) I tend to release stress by shopping online for 
luxury fashion brands 
PBV8) When I purchase online for luxury product (s) 
affiliate with social others 
PBV9) Online luxury brands have a consistent quality 
PBV10) Online luxury brands are easy to refund and 
exchange 
PBV11) Luxury brands are easy to maintain and wash 
PBV12) I purchase online luxury fashion brands only 
when they are on sale 
PBV13) I purchase online luxury fashion brands only 
when they are reasonably priced 
 
.671 
 
.662 
 
.713 
 
.409 
 
        .654 
.504 
 
.360 
 
.509 
.407 
 
.695 
.562 
 
.539 
 
.850 
 
.848 
 
.843 
 
.862 
 
             .847 
.858 
 
.865 
 
.857 
.863 
 
.845 
.854 
 
.855 
 
Table Perceived Brand Value Construct Reliability statistics after Deleting 
Cronbach’s Alpha Number of Items 
.869 12 
 
Table PBV Indicates that the Cronbach’s alpha for Perceived brand value is .869.this Cronbach’s 
alpha is excellent and above the advocated threshold of 0.7. Thus, it can be concluded that the 
perceived brand value construct employed in this study has sufficient reliability. The table also shows 
the Perceived brand value construct item mean is. Table shows the corrected item-total correlations 
for the Perceived brand value construct’s after items removed. 
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6- Perceived Usefulness Construct 
Table Perceived usefulness indicates that the Cronbach’s alpha construct is 82.3. This Cronbach’s 
alpha is excellent and above the advocated threshold of 0.7 
Reflective,  8 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if 
Item 
Deleted 
 
PU1) Using the internet for online luxury shopping enables my 
company to accomplish shopping more quickly 
PU2) Using the internet for online luxury shopping improves my 
shopping performance 
PU3) Using the internet for online luxury shopping gives my 
company greater control over shopping 
PU4) Using the internet for online luxury shopping improves the 
quality of the company shopping 
PU5) Using the internet for online luxury shopping improves my 
company productivity 
PU6) Using the internet for online luxury shopping enhances my 
effectiveness on my shopping 
PU7) Using the internet for online luxury shopping makes it easier 
to do my work online 
PU8) Overall, I find online luxury shopping useful in my work 
 
.606 
       
        .687 
 
.432 
 
.562 
 
.507 
 
.325 
 
.556 
 
.760 
 
.795 
         
       .786 
 
.817 
 
.800 
 
.808 
 
.836 
 
.803 
 
.772 
 
 
Table PU shows that corrected item- total correlations for the Perceived usefulness construct seven 
items (Reflective) range from .325 to .760, indicating that no items is dismissed and no item has to be 
removed. 
Cronbach’s Alpha Number of Items 
82.3 8 
Thus, it can be concluded that the Perceived usefulness construct employed in this study has 
appropriate reliability. Table shows the corrected item – total correlation for Perceived usefulness 
construct. The items mean is 82.3. This Cronbach’s alpha is excellent and above the supported 
threshold of 0.7. 
7- Perceived Ease of Use Construct 
Table Perceived ease of use indicates that the Cronbach’s alpha construct is 72.6. This Cronbach’s 
alpha is excellent and above the advocated threshold of 0.7. 
Reflective,  4 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if 
Item 
Deleted 
 
PEU1) It is easy for my company to remember how to perform online 
luxury shopping using the internet.  
PEU2) I believe that it is easy to get luxury products online to do what I 
want it to do 
PEU3) My interaction with online luxury shopping is clear and 
understandable 
PEU4) Overall, I believe that shopping online for luxury product(s) is easy 
to use 
 
.600 
.598 
.567 
.385 
 
.632 
.614 
.646 
.776 
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Table PEU shows that corrected item- total correlations for the Perceived ease of use construct four 
items (Reflective) range from .385 to .600, indicating that no items is dismissed and no item has to be 
removed. 
Cronbach’s Alpha Number of Items 
72.6 4 
Thus, it can be concluded that the Perceived ease of use construct employed in this study has 
appropriate reliability. Table shows the corrected item – total correlation for Perceived ease of use 
construct. The items mean is 72.6. This Cronbach’s alpha is excellent and above the supported 
threshold of 0.7. 
 
Perceived Usefulness Construct 
Table indicates that the Cronbach’s alpha for the Perceived usefulness construct is 82.3. This 
Cronbach’s alpha is excellent and above the advocated threshold of 0.7. 
Reflective,  8 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if 
Item 
Deleted 
 
PU1) Using the internet for online luxury shopping enables my 
company to accomplish shopping more quickly 
PU2) Using the internet for online luxury shopping improves my 
shopping performance 
PU3) Using the internet for online luxury shopping gives my company 
greater control over shopping 
PU4) Using the internet for online luxury shopping improves the 
quality of the company shopping 
PU5) Using the internet for online luxury shopping improves my 
company productivity 
PU6) Using the internet for online luxury shopping enhances my 
effectiveness on my shopping 
PU7) Using the internet for online luxury shopping makes it easier to 
do my work online 
PU8) Overall, I find online luxury shopping useful in my work 
 
.606 
.687 
.432 
.562 
.507 
.325 
.556 
.760 
 
.795 
.786 
.817 
.800 
.808 
.836 
.803 
.772 
 
 
Table shows that corrected item- total correlations for the Perceived usefulness construct seven items 
(Reflective) range from .325 to .760, indicating that no items is dismissed and no item has to be 
removed. 
Cronbach’s Alpha Number of Items 
82.3 8 
Thus, it can be concluded that the Perceived usefulness construct employed in this study has 
appropriate reliability. Table shows the corrected item – total correlation for Perceived usefulness 
construct. The items mean is 82.3. This Cronbach’s alpha is excellent and above the supported 
threshold of 0.7. 
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Perceived Ease of Use Construct 
Table indicates that the Cronbach’s alpha for the Perceived ease of use construct is 72.6. This 
Cronbach’s alpha is excellent and above the advocated threshold of 0.7. 
Reflective,  4 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if 
Item 
Deleted 
 
PEU1) It is easy for my company to remember how to perform online 
luxury shopping using the internet.  
PEU2) I believe that it is easy to get luxury products online to do what 
I want it to do 
PEU3) My interaction with online luxury shopping is clear and 
understandable 
PEU4) Overall, I believe that shopping online for luxury product(s) is 
easy to use 
 
.600 
 
        .598 
.567 
 
.385 
 
.632 
 
.614 
       .646 
.776 
 
Table shows that corrected item- total correlations for the Perceived ease of use construct four items 
(Reflective) range from .385 to .600, indicating that no items is dismissed and no item has to be 
removed. 
Cronbach’s Alpha Number of Items 
72.6 4 
Thus, it can be concluded that the Perceived ease of use construct employed in this study has 
appropriate reliability. Table shows the corrected item – total correlation for Perceived ease of use 
construct. The items mean is 72.6. This Cronbach’s alpha is excellent and above the supported 
threshold of 0.7. 
The COLS model Constructs 
8- Attitude Construct 
Table attitude indicates that the Cronbach’s alpha construct is 76.7. This Cronbach’s alpha is excellent 
and above the advocated threshold of 0.7. 
Reflective,  4 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if Item 
Deleted 
ATT1) Using my company luxury brand website for online 
luxury shopping is bad/good idea 
ATT2) Using my company luxury brand website makes shopping 
more interesting 
ATT3) Shopping with the online luxury brand is fun 
ATT4) I like shopping with the online luxury brand 
.291 
.606 
.618 
.789 
 
 
.833 
.693 
.683 
.574 
 
 
 
It can be shown that items ATT1 (.291) is found to be redundant and had to be removed. After this 
item had been removed, the Cronbach’s alpha of the attitude construct was improves  
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Table: attitude constructs Reliability Statistics  
Cronbach’s Alpha Number of Items 
86.5 4 
 
Thus, it can be concluded that the attitude construct employed in this study has appropriate reliability. 
Table shows the corrected item – total correlation for Perceived brand value construct. 
 
 
 
Table Attitude Construct Reliability item- Total statistics after item removed 
Reflective,  3 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if 
Item 
Deleted 
ATT2) Using my company luxury brand website makes 
shopping more interesting 
ATT3) Shopping with the online luxury brand is fun 
ATT4) I like shopping with the online luxury brand 
.606 
.618 
.789 
 
 
.693 
.683 
.574 
 
 
 
Table Attitude Construct Reliability statistics after Deleting 
Cronbach’s Alpha Number of Items 
.76.7 3 
 
Table Indicates that the Cronbach’s alpha for Attitude is .76.7.this Cronbach’s alpha is excellent and 
above the advocated threshold of 0.7. Thus, it can be concluded that the Attitude construct employed 
in this study has sufficient reliability. The table also shows the Attitude construct item mean is. Table 
shows the corrected item-total correlations for the Attitude construct’s after items removed. 
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9- Intention to purchase Construct 
Table Intention indicates that the Cronbach’s alpha to purchase construct is 88.9. This Cronbach’s 
alpha is excellent and above the advocated threshold of 0.7. 
Reflective,  3 items Corrected 
item- total 
correlation 
Cronbach’s 
alpha if Item 
Deleted 
 
INT1) I intend to shop online for luxury product(s) in the 
future 
INT2) I predict I would shop online for luxury product(s) in 
the future 
INT3) I intent continue to shop online for luxury product(s to 
improve convenience 
 
.726 
.823 
 
.789 
 
 
 
.888 
.797 
 
.829 
 
 
Table shows that corrected item- total correlations for the Perceived ease of use construct three items 
(Reflective) range from .726 to .823, indicating that no items is dismissed and no item has to be 
removed. 
Cronbach’s Alpha Number of Items 
88.9 3 
Thus, it can be concluded that the Intention to purchase construct employed in this study has 
appropriate reliability. Table shows the corrected item – total correlation for intention to purchase 
construct. The items mean is 88.9 This Cronbach’s alpha is excellent and above the supported 
threshold of 0.7. 
 
 
10- Actual purchase Construct 
Table actual purchase indicates that the Cronbach’s alpha for the actual to purchase construct is 74.8. 
This Cronbach’s alpha is excellent and above the advocated threshold of 0.7. 
Reflective,  3 items Corrected 
item- total 
correlation 
Cronbach’s alpha 
if Item Deleted 
 
AP1) When I shop online for my company luxury 
product(s), I usually buy something in the same 
internet session internet session 
AP2) Of the times you visit online luxury stores, what 
percentage of the times do you actually buy something 
AP3) When I place luxury product(s) in my company 
shopping cart, I usually buy it during the same Internet 
session 
 
.579 
 
 
.649 
 
 
.517 
 
.664 
 
 
.578 
 
 
.730 
 
Table shows that corrected item- total correlations for the Actual purchase construct three items 
(Reflective) range from .517to .649, indicating that no items is dismissed and no item has to be 
removed. 
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Cronbach’s Alpha Number of Items 
74.8 3 
Thus, it can be concluded that the Actual purchase construct employed in this study has appropriate 
reliability. Table shows the corrected item – total correlation for actual purchase construct. The items 
mean is 74.8This Cronbach’s alpha is excellent and above the supported threshold of 0.7 
 
11- Electronic-Satisfaction Construct 
Table electronic satisfaction indicates that the Cronbach’s alpha for the E-Satisfaction construct is 
91.5. This Cronbach’s alpha is excellent and above the advocated threshold of 0.7. 
Formative,  13 items Corrected item- 
total correlation 
Cronbach’s 
alpha if Item 
Deleted 
E-S1) Total shopping time 
 
E-S2) Convenience 
 
E-S3) Ease of browsing 
 
E-S4) Number of offerings 
 
E-S5) Variety of offerings 
 
E-S6) Quantity of information 
 
E-S7) Quality of information 
 
E-S8) Financial security of the transaction 
 
E-S9) Presenting uncluttered screens 
 
E-S10) Providing easy-to-follow search paths 
 
E-S11) Presenting information fast 
 
E-S12) Overall, how do you feel about your online luxury 
shopping experience?  
 
E-S13) Overall, how do you feel about your online luxury 
shopping experience?  
.647 
 
.655 
 
.450 
 
.717 
 
.805 
 
.718 
 
.676 
 
.549 
 
.645 
 
.605 
 
.670 
 
.671 
 
.595 
. 
 
.909 
 
.909 
 
.916 
 
.906 
 
.902 
 
.906 
 
.908 
 
.914 
 
.909 
 
.911 
.908 
 
.908 
 
.911 
 
 
 
Table shows that corrected item- total correlations for the E- Satisfaction construct three items 
(Formative) range from .450 to .805, indicating that no items is dismissed and no item has to be 
removed. 
Cronbach’s Alpha Number of Items 
91.5 13 
Thus, it can be concluded that the e-satisfaction construct employed in this study has appropriate 
reliability. Table shows the corrected item – total correlation for e- Satisfaction construct. The items 
mean is 91.5 Cronbach’s alpha is excellent and above the supported threshold of 0.7. 
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12- Electronic-Loyalty Construct 
Table electronic loyalty indicates that the Cronbach’s alpha for the E-Loyalty construct is 91.2. This 
Cronbach’s alpha is excellent and above the advocated threshold of 0.7. 
Reflective,  3 items Corrected item- 
total correlation 
Cronbach’s 
alpha if Item 
Deleted 
 E-L1) I seldom consider switching another 
to online luxury shopping 
E-L2) I believe that this is my favourite 
online luxury website 
E-3) When I need to purchase, this luxury 
shopping website is my best choice 
.773 
 
.824 
 
.886 
.924 
 
.872 
 
.827 
 
 
Table shows that corrected item- total correlations for the E- Satisfaction construct three items 
(Reflective range from .773to .886, indicating that no items is dismissed and no item has to be 
removed. 
Cronbach’s Alpha Number of Items 
91.2 13 
Thus, it can be concluded that the e-loyalty construct employed in this study has appropriate 
reliability. Table shows the corrected item – total correlation for e- loyalty construct. The items mean 
is 91.2Cronbach’s alpha is excellent and above the supported threshold of 0.7.
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Appendix D: Combined Loadings and Cross-loadings for COLS Model 
const
ructs 
SNSU eW
OM 
eSQ-
reli 
eSQ-
res 
eSQ-
con 
eSQ-
EU 
E-S 
prot 
eSQ- 
sec 
Att Int AP eS- 
con 
eS- p 
off 
eS- p 
inf 
eS- 
site 
eS- 
fin 
 eS- 
C S 
eL SMM
A- en 
SMM
A-int 
SMM
A- tre 
SMM
A- cus 
PU PEU PBV- 
soc 
PBV- uti PBV- 
eco 
P- value 
SNS1 (0.845) 0.0
07 
0.19
8 
0.01
3 
0.01
6 
0.00
0 
-
0.05
3 
-
0.13
5 
0.09
0 
-
0.14
4 
0.08
1 
-
0.05
2 
0.02 0.03
1 
0.12
2 
-
0.06
6 
0.01
5 
-
0.04
3 
-
0.039 
0.201 -0.157 0.025 -0.021 -0.075 0.097 -0.066 -0.072 <0.001 
SNS2 (0.849) 0.0
12 
0.05
2 
0.07
8 
-
0.02
3 
-
0.10
3 
0.07
9 
-
0.03
9 
-
0.04
8 
-
0.02
6 
0.10
7 
-
0.06
6 
-
0.05
7 
0.11
3 
-
0.02
3 
0.02
5 
-
0.04
9 
-
0.08
7 
0.003 -
0.016 
-0.086 0.150 0.036 -0.029 0.012 -0.023 -0.012 <0.001 
SNS3 (0.880) 0.0
50 
-
0.00
6 
0.01
5 
0.03
0 
0.06
1 
0.06
6 
-
0.15
3 
-
0.12
9 
0.07
3 
0.03
9 
0.03
2 
-
0.02
3 
-
0.02
1 
0.03
4 
-
0.07
9 
0.01
0 
0.10
5 
0.004 0.086 -0.062 -
0.018 
-0.002 -0.019 0.118 -0.031 -0.128 <0.001 
SNS4 (0.877) -
0.0
06 
-
0.06
5 
-
0.05
1 
-
0.00
6 
0.14
1 
-
0.08
6 
0.01
0 
0.04
6 
0.01
7 
-
0.03
2 
0.04
3 
0.09
8 
-
0.06
7 
0.00
9 
-
0.05
3 
0.01
8 
0.00
4 
0.012 -
0.125 
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0.10
2 
0.19
6 
0.14
2 
(0.68
6) 
-
0.74
2 
0.08
9 
0.05
1 
0.074 -
0.219 
0.135 0.029 -0.098 -0.017 -0.046 0.203 -0.036 <0.001 
eS1a -0.006 0.0
70 
-
0.11
1 
0.04
9 
-
0.16
5 
0.03
6 
0.23
3 
-
0.08
8 
-
0.16
6 
0.17
6 
-
0.03
0 
-
0.02
1 
-
0.11
4 
-
0.00
3 
(0.90
8) 
0.15
7 
0.03
4 
0.05
6 
-
0.053 
0.154 -0.037 -
0.070 
0.065 0.010 0.039 -0.082 -0.036 <0.001 
eS2a -0.031 -
0.0
58 
0.15
2 
0.12
8 
-
0.12
3 
-
0.17
9 
-
0.01
5 
-
0.03
6 
0.07
7 
0.15
4 
-
0.03
3 
0.10
1 
-
0.03
6 
-
0.10
8 
(0.88
1) 
0.41
5 
-
0.10
5 
-
0.09
8 
-
0.003 
0.012 -0.068 0.050 0.009 0.003 -0.005 -0.074 0.064 <0.001 
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eS3a 0.000 0.0
00 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
0.00
0 
(1.00
0) 
0.00
0 
0.00
0 
0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 <0.001 
eS1b -0.014 -
0.0
39 
-
0.00
6 
0.05
2 
-
0.01
6 
-
0.03
7 
0.08
6 
-
0.05
3 
0.05
1 
0.04
0 
0.00
9 
-
0.05
8 
-
0.02
6 
0.06
4 
0.01
6 
0.02
4 
(0.95
1) 
0.01
4 
0.002 -
0.032 
-0.004 0.037 -0.009 0.037 0.000 0.003 0.004 <0.001 
eS2b 0.014 0.0
39 
0.00
6 
-
0.05
2 
0.01
6 
0.03
7 
-
0.08
6 
0.05
3 
-
0.05
1 
-
0.04
0 
-
0.00
9 
0.05
8 
0.02
6 
-
0.06
4 
-
0.01
6 
-
0.02
4 
(0.95
1) 
-
0.01
4 
-
0.002 
0.032 0.004 -
0.037 
0.009 -0.037 0.000 -0.003 -0.004 <0.001 
eL1 0.000 0.0
11 
-
0.02
4 
-
0.02
1 
-
0.22
9 
0.08
1 
0.19
3 
-
0.01
9 
-
0.15
8 
-
0.08
0 
0.11
1 
-
0.01
5 
-
0.05
0 
0.06
1 
0.04
3 
0.01
9 
0.01
1 
(0.86
5) 
-
0.035 
0.074 -0.010 0.006 -0.086 0.075 -0.092 0.005 0.026 <0.001 
eL2 0.022 0.0
09 
-
0.07
2 
-
0.04
8 
0.17
5 
0.01
0 
-
0.17
0 
0.04
0 
0.10
3 
-
0.05
6 
-
0.16
0 
0.05
2 
0.08
5 
-
0.05
9 
0.00
1 
-
0.01
3 
-
0.01
9 
(0.91
9) 
-
0.007 
-
0.047 
0.021 -
0.049 
0.024 0.009 0.066 0.034 -0.025 <0.001 
eL3 -0.022 -
0.0
19 
0.09
3 
0.06
7 
0.04
0 
-
0.08
6 
-
0.01
1 
-
0.02
2 
0.04
5 
0.12
9 
0.05
5 
-
0.03
7 
-
0.03
8 
0.00
2 
-
0.04
1 
-
0.00
5 
0.00
8 
(0.92
9) 
0.039 -
0.022 
-0.012 0.042 0.057 -0.079 0.020 -0.038 0.000 <0.001 
SMM
1 
0.051 -
0.0
02 
0.02
4 
-
0.14
2 
0.04
9 
0.04
1 
0.00
8 
-
0.01
6 
-
0.06
9 
0.12
3 
-
0.06
8 
0.00
7 
0.01
6 
-
0.06
5 
0.07
1 
-
0.12
2 
0.00
0 
0.08
2 
(0.92
7) 
0.105 0.013 -
0.047 
0.002 0.009 0.031 0.026 -0.058 <0.001 
SMM
2 
-0.051 0.0
02 
-
0.02
4 
0.14
2 
-
0.04
9 
-
0.04
1 
-
0.00
8 
0.01
6 
0.06
9 
-
0.12
3 
0.06
8 
-
0.00
7 
-
0.01
6 
0.06
5 
-
0.07
1 
0.12
2 
0.00
0 
-
0.08
2 
(0.92
7) 
-
0.105 
-0.013 0.047 -0.002 -0.009 -0.031 -0.026 0.058 <0.001 
SMM
3 
0.037 -
0.0
47 
-
0.04
9 
0.02
4 
-
0.02
3 
0.04
9 
-
0.01
3 
-
0.02
0 
0.08
4 
0.06
9 
-
0.06
0 
0.10
0 
0.03
8 
-
0.01
1 
-
0.02
1 
-
0.11
7 
-
0.04
5 
-
0.00
5 
0.014 (0.88
3) 
-0.159 0.061 0.009 -0.073 -0.123 0.095 0.056 <0.001 
SMM
4 
0.007 0.0
84 
0.07
9 
-
0.13
2 
-
0.12
4 
0.07
4 
0.01
4 
-
0.01
5 
0.15
0 
-
0.16
6 
0.01
6 
-
0.00
9 
-
0.05
8 
-
0.00
3 
0.09
7 
0.12
5 
0.05
5 
-
0.11
3 
0.372 (0.82
2) 
0.105 -
0.244 
-0.078 0.068 0.010 -0.005 0.030 <0.001 
SMM
5 
-0.046 -
0.0
34 
-
0.02
7 
0.10
7 
0.14
8 
-
0.12
6 
0.00
0 
0.03
6 
-
0.23
9 
0.09
1 
0.04
9 
-
0.09
8 
0.01
7 
0.01
5 
-
0.07
4 
0.00
0 
-
0.00
7 
0.11
7 
-
0.385 
(0.82
6) 
0.065 0.178 0.068 0.010 0.122 -0.097 -0.089 <0.001 
SMM
6 
-0.034 0.0
55 
-
0.01
3 
-
0.16
9 
-
0.08
3 
0.14
5 
0.20
1 
-
0.11
1 
-
0.04
5 
0.13
6 
0.03
1 
-
0.01
4 
-
0.05
2 
-
0.00
6 
0.01
5 
0.01
1 
-
0.02
1 
0.02
4 
-
0.146 
0.459 (0.873
) 
-
0.219 
0.030 -0.036 -0.082 -0.012 0.003 <0.001 
SMM
7 
0.034 -
0.0
55 
0.01
3 
0.16
9 
0.08
3 
-
0.14
5 
-
0.20
1 
0.11
1 
0.04
5 
-
0.13
6 
-
0.03
1 
0.01
4 
0.05
2 
0.00
6 
-
0.01
5 
-
0.01
1 
0.02
1 
-
0.02
4 
0.146 -
0.459 
(0.873
) 
0.219 -0.030 0.036 0.082 0.012 -0.003 <0.001 
SMM
8 
0.003 -
0.0
62 
0.03
0 
-
0.01
8 
0.40
0 
-
0.14
9 
-
0.10
1 
-
0.13
2 
-
0.13
7 
-
0.08
3 
0.05
1 
-
0.06
7 
0.08
9 
0.05
9 
-
0.08
9 
-
0.10
1 
0.20
3 
-
0.00
3 
0.053 0.019 0.181 (0.85
7) 
-0.035 0.007 0.232 -0.027 -0.067 <0.001 
SMM
9 
-0.003 0.0
62 
-
0.03
0 
0.01
8 
-
0.40
0 
0.14
9 
0.10
1 
0.13
2 
0.13
7 
0.08
3 
-
0.05
1 
0.06
7 
-
0.08
9 
-
0.05
9 
0.08
9 
0.10
1 
-
0.20
3 
0.00
3 
-
0.053 
-
0.019 
-0.181 (0.85
7) 
0.035 -0.007 -0.232 0.027 0.067 <0.001 
PU1 -0.012 -
0.1
39 
-
0.12
5 
-
0.03
2 
0.33
1 
0.02
7 
-
0.06
6 
-
0.12
2 
-
0.02
8 
0.17
5 
0.10
2 
0.20
5 
-
0.15
8 
0.09
4 
0.04
2 
0.12
1 
-
0.35
1 
-
0.15
0 
-
0.188 
0.064 0.061 0.002 (0.748) 0.040 0.045 0.058 -0.198 <0.001 
PU2 -0.016 -
0.0
29 
0.01
4 
-
0.03
4 
0.18
8 
0.05
9 
-
0.10
9 
-
0.14
2 
0.12
1 
-
0.05
9 
0.04
6 
-
0.10
2 
-
0.04
2 
-
0.03
5 
0.01
5 
0.11
4 
-
0.13
1 
0.00
3 
-
0.075 
0.064 -0.032 0.034 (0.800) -0.027 0.032 0.033 -0.079 <0.001 
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PU3 0.026 -
0.0
51 
0.00
1 
0.26
6 
-
0.22
1 
-
0.02
4 
0.00
4 
0.03
9 
0.11
3 
0.20
6 
0.04
9 
0.12
8 
-
0.16
9 
0.05
6 
-
0.22
9 
0.31
4 
-
0.23
5 
-
0.22
1 
-
0.152 
0.080 -0.024 -
0.010 
(0.702) 0.108 -0.068 -0.005 0.105 <0.001 
PU4 -0.065 0.0
13 
0.03
6 
-
0.09
3 
-
0.09
8 
0.01
2 
0.09
0 
0.12
8 
-
0.03
7 
-
0.17
5 
0.09
8 
-
0.06
9 
0.08
0 
-
0.03
3 
-
0.09
0 
-
0.07
4 
0.27
9 
-
0.04
3 
0.319 -
0.099 
-0.086 0.135 (0.708) -0.134 -0.135 -0.047 0.089 <0.001 
PU5 0.013 0.1
19 
0.04
0 
-
0.14
4 
0.01
4 
-
0.01
4 
0.20
8 
-
0.12
3 
-
0.13
0 
-
0.05
8 
-
0.10
9 
-
0.02
0 
0.20
0 
-
0.12
5 
0.15
6 
-
0.30
6 
0.28
0 
0.14
0 
0.017 -
0.079 
0.078 -
0.036 
(0.710) -0.035 0.053 -0.094 -0.009 <0.001 
PU8 0.062 0.1
06 
0.04
2 
0.05
0 
-
0.28
1 
-
0.07
5 
-
0.11
8 
0.26
7 
-
0.05
6 
-
0.09
7 
-
0.21
5 
-
0.15
2 
0.11
0 
0.04
6 
0.10
8 
-
0.20
4 
0.20
9 
0.30
1 
0.106 -
0.045 
0.004 -
0.141 
(0.651) 0.054 0.072 0.052 0.124 <0.001 
PEU1 0.040 -
0.0
26 
-
0.08
8 
0.24
0 
-
0.11
0 
-
0.01
2 
0.04
8 
-
0.04
9 
-
0.25
1 
0.23
9 
0.12
6 
0.23
2 
-
0.08
8 
-
0.06
3 
-
0.24
4 
0.26
5 
-
0.18
0 
-
0.00
8 
-
0.166 
0.015 0.234 0.093 -0.003 (0.741) 0.070 -0.115 -0.074 <0.001 
PEU2 0.018 0.0
24 
0.11
6 
-
0.11
1 
0.14
3 
-
0.14
3 
-
0.01
4 
-
0.01
8 
-
0.10
8 
-
0.31
3 
0.00
8 
-
0.10
9 
0.29
4 
-
0.20
1 
0.11
1 
-
0.13
0 
0.27
3 
0.06
4 
0.158 -
0.215 
-0.063 0.014 -0.021 (0.794) 0.101 -0.058 0.014 <0.001 
PEU3 -0.055 0.0
02 
-
0.01
4 
0.10
3 
-
0.10
9 
0.04
5 
-
0.16
7 
0.12
3 
0.13
6 
-
0.14
6 
0.03
1 
-
0.15
6 
-
0.01
5 
0.15
7 
0.05
5 
-
0.00
5 
0.01
8 
0.00
1 
0.000 0.004 -0.129 0.004 0.020 (0.845) -0.157 0.069 0.171 <0.001 
PEU4 0.003 -
0.0
03 
-
0.02
0 
-
0.23
6 
0.08
0 
0.11
3 
0.15
6 
-
0.07
1 
0.21
0 
0.26
2 
-
0.16
8 
0.06
1 
-
0.20
8 
0.09
9 
0.06
2 
-
0.11
9 
-
0.13
3 
-
0.06
2 
-
0.004 
0.210 -0.020 -
0.112 
0.002 (0.745) 0.000 0.097 -0.136 <0.001 
PBV1 0.015 0.0
35 
0.03
1 
-
0.10
4 
0.31
3 
0.02
8 
-
0.35
7 
0.03
2 
0.23
2 
-
0.11
8 
-
0.09
2 
-
0.18
5 
0.14
9 
-
0.03
8 
0.04
1 
0.14
9 
-
0.14
9 
-
0.05
5 
0.138 -
0.081 
0.030 -
0.240 
-0.049 -0.027 (0.748) -0.079 0.133 <0.001 
PBV2 0.105 0.0
28 
0.00
5 
-
0.14
7 
-
0.03
4 
0.10
2 
0.11
1 
-
0.07
8 
-
0.09
0 
0.04
6 
-
0.07
9 
0.04
6 
0.06
8 
-
0.14
0 
0.01
1 
0.14
3 
0.01
7 
-
0.00
7 
0.000 0.162 0.095 -
0.229 
0.009 -0.105 (0.801) -0.028 -0.124 <0.001 
PBV3 0.030 -
0.0
62 
0.05
9 
-
0.05
5 
0.09
4 
0.09
3 
-
0.09
0 
-
0.20
9 
0.01
5 
0.06
7 
-
0.02
7 
-
0.03
8 
-
0.01
5 
0.02
1 
0.07
8 
0.10
7 
-
0.11
2 
0.06
8 
0.198 0.004 -0.152 0.022 -0.005 -0.038 (0.814) -0.043 0.036 <0.001 
PBV4 0.007 -
0.0
23 
-
0.13
4 
-
0.10
2 
-
0.14
8 
-
0.03
6 
-
0.03
5 
0.44
3 
-
0.06
3 
0.15
8 
-
0.12
9 
0.15
1 
-
0.08
1 
0.05
3 
-
0.05
9 
-
0.13
5 
0.06
6 
0.01
9 
-
0.194 
-
0.199 
-0.081 0.224 -0.042 0.385 (0.648) 0.047 -0.059 <0.001 
PBV5 -0.055 -
0.1
18 
0.03
5 
0.20
7 
-
0.17
2 
0.13
6 
-
0.03
2 
-
0.15
2 
0.09
2 
0.09
6 
0.22
5 
0.06
9 
-
0.26
6 
0.12
4 
0.03
1 
-
0.10
6 
-
0.24
5 
0.03
8 
-
0.099 
0.186 -0.097 0.128 0.042 -0.028 (0.786) 0.053 -0.068 <0.001 
PBV6 -0.040 0.0
24 
-
0.09
8 
0.22
3 
-
0.09
5 
-
0.04
3 
0.03
7 
-
0.05
1 
0.06
2 
0.16
6 
0.08
1 
0.06
5 
-
0.02
3 
-
0.04
6 
-
0.11
7 
0.11
7 
-
0.12
9 
-
0.02
9 
-
0.143 
0.202 0.077 0.224 -0.016 -0.176 (0.737) -0.092 0.232 <0.001 
PBV7 -0.041 0.1
12 
-
0.08
8 
0.01
7 
-
0.07
1 
-
0.16
0 
0.39
9 
0.02
2 
-
0.34
5 
-
0.07
2 
-
0.04
2 
0.01
3 
0.07
2 
-
0.01
6 
0.03
3 
-
0.04
8 
0.38
1 
-
0.08
3 
0.109 -
0.234 
0.113 -
0.079 
0.006 0.032 (0.668) 0.000 -0.179 <0.001 
PBV8 -0.034 0.0
23 
0.15
5 
-
0.04
5 
0.08
9 
-
0.16
5 
0.00
8 
0.08
6 
0.05
3 
-
0.34
2 
0.04
0 
-
0.10
3 
0.10
3 
0.04
9 
-
0.03
4 
-
0.26
2 
0.24
0 
0.03
4 
-
0.040 
-
0.110 
0.029 -
0.016 
0.048 0.022 (0.746) 0.150 0.013 <0.001 
PBV9 0.024 -
0.1
20 
-
0.00
7 
0.00
9 
-
0.12
9 
0.01
3 
0.05
5 
0.01
0 
-
0.04
9 
-
0.04
3 
-
0.04
8 
0.07
4 
-
0.02
8 
0.03
8 
0.04
2 
-
0.16
7 
0.14
3 
0.06
1 
0.031 -
0.074 
0.052 0.056 -0.007 -0.019 -0.222 (0.886) 0.074 <0.001 
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PBV1
0 
-0.002 0.0
81 
-
0.12
2 
0.12
5 
0.03
7 
-
0.04
1 
-
0.04
3 
0.16
2 
-
0.10
3 
0.04
7 
-
0.05
4 
-
0.05
3 
0.06
1 
-
0.03
3 
-
0.15
4 
0.13
3 
-
0.04
5 
0.03
9 
-
0.093 
-
0.149 
0.139 -
0.108 
0.032 0.117 -0.039 (0.827) -0.287 <0.001 
PBV1
1 
-0.029 0.0
59 
0.16
1 
-
0.16
8 
0.12
6 
0.03
4 
-
0.01
9 
-
0.21
5 
0.19
4 
-
0.00
1 
0.13
1 
-
0.03
3 
-
0.03
9 
-
0.01
0 
0.13
6 
0.05
7 
-
0.13
6 
-
0.13
1 
0.075 0.285 -0.243 0.060 -0.030 -0.120 0.346 (0.663) 0.258 <0.001 
PBV1
2 
0.022 0.0
50 
-
0.01
4 
-
0.08
9 
0.06
3 
0.11
4 
0.00
3 
-
0.18
3 
0.07
3 
-
0.05
7 
0.00
4 
-
0.02
1 
0.16
4 
-
0.04
7 
0.07
7 
-
0.05
9 
0.04
8 
-
0.03
0 
-
0.119 
0.251 -0.026 -
0.078 
-0.042 -0.066 0.069 0.011 (0.895) <0.001 
PBV1
3 
-0.022 -
0.0
50 
0.01
4 
0.08
9 
-
0.06
3 
-
0.11
4 
-
0.00
3 
0.18
3 
-
0.07
3 
0.05
7 
-
0.00
4 
0.02
1 
-
0.16
4 
0.04
7 
-
0.07
7 
0.05
9 
-
0.04
8 
0.03
0 
0.119 -
0.251 
0.026 0.078 0.042 0.066 -0.069 -0.011 (0.895) <0.001 
Notes: Note: SNSU = Social network site usage, eWOM = electronic word of mouth, eSQ- reli = electronic service quality- reliability, e-Sq-res = electronic service quality- responsiveness, eSQ-con = electronic 
service quality-competence, eSQ- EU= electronic service quality-ease of use, eSQ-prot= electronic service quality- Portability, eSQ- sec= electronic service quality- security,  Att= Attitude, Int= Intention, AP= Actual 
purchase, eS-conv= electronic satisfaction  convenience, eS- Poff= electronic satisfaction – product offering, eS-P - inf = electronic satisfaction – product information, eS-Site= electronic satisfaction - site, eS- fin= 
electronic satisfaction -financial, eS-C S=  electronic satisfaction –Customer Satisfaction, eL= electronic loyalty, SMMA-en= Social marketing media activities- entertainment, SMMA-int=  Social marketing media 
activities-interaction, SMMA-tre= Social marketing media activities-trendies, SMMA- cus= Social marketing media activities-customization, PU= Perceived Usefulness, PEU= Perceived Ease of use, PBV-soc= Perceived 
Brand value- social /emotional value, PBV-uti= Perceived Brand value- utilitarian, PBV- eco= Perceived Brand value- Economic value. 
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Appendix E:  Square Roots of AVEs and Latent Variables Correlations for COLS Model 
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Appendix F: Descriptive Statistics for Consumers of Online Luxury Shopping 
 
Description 
UK Online Luxury Shopper USA Online Luxury Shopper 
Count Percentage  Count Percentage 
Gender Male 80 48.5 Male 81 54.7 
Female 85 51.5 Female 67 45.3 
Age 18 – 24 26 15.8 18 – 24 32 21.6 
25 – 31 42 25.5 25 – 31 32 21.6 
32 – 38 30 18.2 32 – 38 26 17.6 
39 – 45 28 17.0 39 – 45 23 15.5 
46 -52 19 11.5 46 -52 13 8.8 
53 – 59 7 4.2 53 – 59 9 6.1 
60 and over 13 7.9 60 and over 13 8.8 
Education High school diploma 61 37.0 High school diploma 58 39.5 
Bachelor’s degree 70 42.4 Bachelor’s degree 62 41.9 
Master’s degree 20 12.1 Master’s degree 13 8.8 
PhD 2 1.2 PhD 6 4.1 
Other 12 7.3 Other 8 5.4 
Occupation Student 19 11.5 Student 147 99.3 
Full time employee 101 61.2 Full time employee 58 39.5 
Part time employee 16 9.7 Part time employee 62 42.2 
Unemployed 10 6.1 Unemployed 13 8.8 
other 19 11.5 other 6 4.1 
Annual Income Under GBP £15,000 12 7.3 Under USD    $29,999 8 5.4 
£50,000–£79,999 38 23.0 $84,000 - $134,398 41 27.7 
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£80,000–£99,999 20 12.1 $135,000 -  $ 176,998 21 14.2 
£100,000–£199,999 4 2.4 $177,000 –  
 $ 335,998 
3 2.0 
£200,000–£299,999 12 7.3 $336,000 - $503,998 6 4.1 
Over £300,000 1 .6 Over $504,000 1 .7 
Online shopping 
experience 
Beginner 2 1.2 Beginner - - 
Intermediate 43 26.1 Intermediate 44 29.7 
Advanced 120 72.7 Advanced 104 70.3 
Number of luxury 
fashion goods 
purchased within last 
6 months 
 
 
1 - 3 items 58 35.4 1 - 3 items 58 39.2 
4 - 6 items 61 37.0 4 - 6 items 48 32.4 
7 - 10 items 22 13.3 7 - 10 items 22 14.9 
More than 10 items 23 13.9 More than 10 items 19 12.8 
Amount spent on one 
luxury fashion item 
 
 
£150 - £499.99 92 55.8 $300  -   $900,99 70 47.3 
£500 - £799.99 
 
26 15.8 $1000 -  $1500,99 
 
26 17.6 
£800 - £999.99 12 7.3 $1600 -  $2199,99 
 
16 10.8 
£1,000 - £1,499.99 
 
21 12.7 $2200 -  $2700,99 
 
11 7.4 
£1,500 -£4,999.99 
 
8 4.8 $2800 - $ 3999,99 
 
14 9.5 
£5,000 and up 6 3.6 $4000,00 and over 10 6.8 
Type of luxury online 
purchase 
Luxury brand clothes 117 70.9 Luxury brand clothes 99 66.9 
Luxury brand shoes 82 49.7 Luxury brand shoes 75 50.7 
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Luxury brand  jewellery 75 45.5 Luxury brand jewellery 63 42.6 
Luxury brand bags 74 44.8 Luxury brand  bags 50 33.8. 
Luxury brand sunglasses 57 34.5 Luxury brand  
sunglasses 
50 33.8 
Luxury brand scarf 23 13.9 Luxury brand scarf 12 8.1 
Other 8 4.8 Other 9 6.1 
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Appendix G:  Weight Country Comparison  
 
Constructs UK Constructs USA 
SNSU1 N/A SNSU1 (0.158) 
SNSU2 N/A SNSU2 (0.154) 
SNSU3 N/A SNSU3 (0.165) 
SNSU4 N/A SNSU4 (0.160) 
SNSU5 N/A SNSU5 (0.164) 
SNSU6 N/A SNSU6 (0.163) 
SNSU7 N/A SNSU7 (0.154) 
Iv-SMMA-en N/A Iv-SMMA-en (0.292) 
Iv-SMMA-int N/A Iv-SMMA-int (0.312) 
Iv-SMMA-tre N/A Iv-SMMA-tre (0.276) 
Iv-SMMa-cus N/A Iv-SMMa-cus (0.283) 
PU1 (0.212) PU1 (0.177) 
PU2 (0.222) PU2 (0.194) 
PU3 (0.195) PU3 (0.171) 
PU4 (0.215) PU4 (0.176) 
PU5 (0.197) PU5 (0.193) 
PU6 (0.153) PU6 (0.133) 
PU7 (0.171) PU7 (0.169) 
PU8 (0.192) PU8 (0.191) 
Att1 (0.235) Att1 (0.170) 
Att2 (0.332) Att2 (0.338) 
Att3 (0.359) Att3 (0.355) 
Att4 (0.364) Att4 (0.357) 
Int1 (0.364) Int1 (0.355) 
Int2 (0.362) Int2 (0.352) 
Int3 (0.351) Int3 (0.356) 
AP1 (0.367) AP1 (0.376) 
AP2 (0.420) AP2 (0.392) 
AP3 (0.398) AP3 (0.393) 
eL1 (0.360) eL1 (0.345) 
eL2 (0.377) eL2 (0.371) 
eL3 (0.386) eL3 (0.372) 
Iv_eSQ_reli_2 (0.193) Iv_eSQ_reli_2 (0.186) 
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Iv_eSQ_res_2 (0.204) Iv_eSQ_res_2 (0.186) 
Iv_eSQ_con_2 (0.203) Iv_eSQ_con_2 (0.186) 
Iv_eSQ_E U_2 (0.189) Iv_eSQ_E U_2 (0.192) 
IV_eSQ_Prot_2 (0.186) IV_eSQ_Prot_2 (0.184) 
Iv_eSQ_sec_2 (0.185) Iv_eSQ_sec_2 (0.191) 
Iv_eS_conv_2 (0.209) Iv_eS_conv_2 (0.201) 
Iv_eS_P off_2 (0.206) Iv_eS_P off_2 (0.195) 
Iv_eS_P inf_2 (0.206) Iv_eS_P inf_2 (0.218) 
Iv_eS_site_2 (0.221) Iv_eS_site_2 (0.194) 
Iv_eS_fin_2 (0.221) Iv_eS_fin_2 (0.209) 
Iv_eS_C S_2  Iv_eS_C S_2 (0.196) 
 
 
 
 
 
 
 
 
 
 
 
